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Rough Proofs 


Several eagle-eyed correspondents 
have called attention to the fact that 
Prof. Einstein, referred to in Rough 
Proofs last week, is now in the 
United States. But, as R. R. J. sug- 
gested, that’s what happens when 
one sneaks in the back-door, via the 
Panama Canal. 
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William Wrigley, Jr., has been 
slightly indisposed, as a result of an 
attack of indigestion, and was in a 
Phoenix hospital for a few days. It 
would be too bad if Mr. Wrigley had 
forgotten what to chew after every 
meal. 
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One of a series of mailing-pieces 
planned by Westinghouse will “ex- 
pose” the need for electric refrig- 
eration. And after that the sales- 
man will no doubt expose himself 
to the hazard of an order. 


vv#segyv 
A retired doctor of medicine won 
the $25,000 prize offered by Buick 
in its contest. Now the good doc- 
tor can stay retired. 


vv¥s$eosyV 
“Give your own bed-room the al- 
lure of a Hollywood boudoir.” 
Even if there are no movie idols 
waiting to be allured. 
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A series of “textless advertise- 
ments” will be run for the new Elec- 
tro-Bar. Could that have been the 
idea of some bright young layout 
man? 

$e. 


The copy-writers’ union is justified 
in entering 2 formal protest against 
the advent of textless ads. They 
will be following the lead of pub- 
lishers who are already battling 
against current tendencies in the 
direction of spaceless campaigns. 

7 =. 

Libraries got about 2 per cent of 
the college expenditures for 1930, 
the U. S. reports, thus confirming 
the popular impression that when it 
comes to books, the college student 
can take ’em or leave ’em alone. 
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The first national advertiser, it 
now appears, was our old friend 
Benjamin Franklin, who put on a 
successful campaign for lightning 
rods. Maybe it’s a good thing that 
Ben had no better business bureaus 
to contend with. 
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Macy’s found on investigation that 
only one husband in eight had 
bought his winter overcoat before 
Christmas, the statistics indicating 
that the better half had fared bet- 
ter. That’s what makes her the bet- 
ter half. 

- ae 

“Spring fashion advertising,” says 
Amos Parrish, “must be gay and 
spirited.” 

The fashions may make us gay, 
but we are relying on the Democrats 
to make us spirited. 

vv¥$egy 

A survey reported by ADVERTISING 
AGE reveals that 67 per cent of drug- 
store prescriptions are incorrectly 
filled. Perhaps the  prescription- 
clerks were interrupted in the task 
of building three-decker sandwiches. 
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Max Schmeling’s brawl with; 
Mickey Walker has been called off 
on account of lack of interest. Even 
the price of cauliflowers is going 
down. 


Copy Cus. 


Manufacturer Takes Hand in Broadcast Fight 


CHAINS PLAYING 
FOOTBALL WITH 
FAMOUS BRANDS 


Trade Commission Finds 
Practice Growing 


Washington, D. C., Jan. 21.—In- 
creasing sales of nationally adver- 
tised goods at cut prices by chain 
stores as “leaders,” are reported by 
the Federal Trade Commission, in its 
latest study at the behest of the 
United States Senate. 


Information concerning the sale of 
merchandise other than private 
brands as leaders at less than net 
purchase cost was returned by 777 
chains operating 18,314 stores in 
1922 and by 1,458 chains operating 
47,966 stores in 1928. 

In 1922, 69 chains, or 8.9 per cent 
of all reporting on this matter some- 
times sold leaders at less than net 
purchase cost and in 1928 174 so 
reported, or 11.9 per cent of the to- 
tal furnishing information. 

The 8.9 per cent of the chains that 
reported the sale of leaders below 
net purchase cost operated 2,710 
stores or 14.8 per cent of the 
stores operated by all reporting 
chains in 1922, and in 1928, the 11.9 
per cent of the chains reporting the 
sale of such leaders operated 8,056 
stores or 16.8 per cent of the total 
stores. 

Only four out of 29 groups of items 
were sold at less than a loss of 10 
per cent below total cost (including 
operating expenses) by 25 drug 
chains operating 957 stores during 
the last week of December, 1928. 
These four articles are shaving 
cream, liniments, syrup of figs, and 
Father John’s medicine. 

The remainder of the items show 
from 10 to 26.2 per cent loss. They 
cover a wide variety of merchandise, 
cigarettes, soaps, ointments, tooth- 
pastes, razor blades, shaving creams, 
toilet creams, hair tonics, emulsions, 
lotions, and others. The most fre- 
quently reported item is toothpaste, 
reported 41 times and sold at an 
average loss of 13.6 per cent. Next 
is Listerine, reported 20 times with 
an average loss of 15.1 per cent. 

Eight grocery and meat chains, op- 
erating 526 stores, reported losses, 

(Continued on Page 10) 


FOUR DAILIES 
REDUCE RATES 


New York, Jan. 21.—Following the 
lead of the Milwaukee Journal, four 
more dailies announced rate reduc- 
tions this week. 

The Cleveland News adopted a slid- 
ing scale, ranging from 38 cents a 
line, the former flat rate, to 34 cents 
for 15,000 lines. 

The Shreveport (La.) Journal cut 
from seven to six cents, and the 
Shreveport Times from eleven to nine 
cents. 

The Erie (Pa.) Dispatch-Herald has 
cut from 10 to 9 cents. 


Chicago, Jan. 21.—The whole ques- 
tion of relations between advertisers 
and agency media departments, on 
one side, and publishers’ representa- 
tives, on the other, was re-opened 
this week after one or two represen- 
tatives whose papers were omitted 
from a ten-week newspaper campaign 
on Palmolive Soap gained the ear of 
a correspondent for an Hastern 
paper. 

This writer said the Colgate-Palm- 
olive-Peet Company’s announcement 
that “there will not be time for ar- 
guments” in selecting mediums “has 
been interpreted by some publishers’ 
representatives as an implied means 
of slighting them in their relaticn- 
ship between advertiser and pub- 
lisher.” 

Though Victor Fabian, advertising 
manager of the company, had noth- 
ing to say, leading Chicago represen- 
tatives, including several whose pa- 
pers were omitted from the list, put 
up a warm defense of the company’s 
method of selecting mediums. 

The campaign was confined to 
cities of 25,000 or more and to pa- 
pers which are members of the Au- 
dit Bureau of Circulations. 

One of the best known representa- 
tives in the country said he didn’t 
“feel slighted.” 

“Personally, I have always re- 
ceived every courtesy from the com- 
pany, its executives and the agency,” 
he said. 

“When an advertiser is spending 
his money for space, he is obviously 
entitled to spend it as he thinks 
best. If I were an advertiser, I do 
not believe I should feel it necessary 
to explain to representatives just 
how decisions were arrived at. 

“I know of no reason why Col- 
gate-Palmolive-Peet should have been 
singled out for a discussion of space- 
buying methods. Theirs are prob- 


Methods of Buying 
And Selling Space 
Again in Limelight 


LEAVES G. M. C. 


Harry Tipper, founder and first 
president of the Advertising Club 
of New York, has resigned as vice- 
president and general sales man- 
ager of General Motors Export 
Division. He will become a mer- 
chandising consultant. 


ably not much different from those 
of other large advertisers. 

“The story is likely to emphasize 
the feeling of many first-rank adver- 
tisers—that it is difficult to tell how 
far they can safely go in explaining 
their problems to representatives. 

“Advertisers remember that the 
same representatives, in many cases, 
are calling on competitors. Competi- 
tion in selling merchandise is just 


(Continued on Page 11) 


“RADIO GUIDE” 
I$ SPONSORED 
BY ADVERTISER 


Johnson & Son in Unique 
Spot Program 


(Picture on page 12) 


Chicago, Jan. 21.—With the three- 
fold objective of advertising their 
own products, performing a public 
service and increasing the effective- 
ness of radio offerings of other na- 
tional advertisers, S. C. Johnson & 
Son, Racine, Wis., launched the 
Johnson Daily Radio Guide this 
week through Needham, Louis & 
Brorby, Inc., Chicago agency. 


The five-minute spot program will 
run daily, except Sunday, for a year, 
with a minimum of 50 stations, mak- 
ing a total of. 14,000 separate broad- 
casts. Contracts for six months were 
placed direct on a non-cancellable 
basis, brokers being used only for 
handling the records. With Chevro- 
let going chain, Johnson becomes 
the largest spot radio advertiser. 

The title of the program indicates 
its nature. A two-minute break is 
made in the middle of the transcrip- 
tion during which the local an- 
nouncer, with background music, 
will interpolate highlight informa- 
tion about programs for the day. 
While Johnson has no direct control 
over this phase of the campaign, it is 
co-operating closely with stations to 
insure mention of both programs and 
their sponsors. 


Boost Other Programs 


A sample which each local station 
is urged to follow runs like this: 

“At 6:30 Rudy Vallee for a half- 
hour of good music sponsored by the 
Fleischmann Company. Rudy has a 
new number for you today—one you 
will soon be whistling. 


Last Minute 


Armour Introduces 


this week. Advertising, confined to 
Chicago office of N. W. Ayer & Son. 


of Best Foods, Inc., New York. 


general advertising. 


News Flashes 


Four A’s Will Meet April 14 in Washington 
New York, Jan. 21—The American Association of Advertising Agen- 
cies will hold its 15th annual convention in Washington, D. C., April 14-15, 
Hotel Washington being headquarters. 


New Distribution Plan for Beauty Line 


New York, Jan. 21.—Helena Rubinstein, Inc., will announce in Sunday 
newspapers re-establishment of distribution solely through accredited rep- 
resentatives in its fight on price-cutting. 


“Bill Tilden” String 
Chicago, Jan. 21.—Armour & Co. introduced the Tilden Junior tennis 
string at the convention of the National Sporting Goods Distributors here 


school papers, will be handled by the 


Brown Returns to Best Foods, Inc. 


Denver, Colo., Jan. 21.—Albert Brown, advertising manager of Colorado 
Fuel & Iron Co. for three years, has been appointed advertising manager 


Split Tidewater Oil Account 


New York, Jan. 21.—Tidewater Oil Company has placed its industrial 
account with Kenyon & Eckhardt, Lennen & Mitchell continuing with the 


“At 7:00 don’t miss Kate Smith in 
her La Palina program. She is go- 
ing to sing some old favorites for 
you tonight, and she can certainly 
sing them. 

“At 8:00 the Old Maestro himslf, 
Ben Bernie in person, will parade a 
grand assortment of tunes on his 
Blue Ribbon Malt program. You will 
want to hear the Old Maestro, of 
course. 

“At 8:30 you will hear Marion 
Smith as a guest artist on the regu- 
lar Tuesday evening program for 
Marshall Field & Co. At 10:00 Pep- 
sodent’s famous black-face come- 
dians, Amos ’n’ Andy, have another 
of their episodes to offer. You re- 
member we left them yesterday in 
pretty much of a jam—so don’t miss 
them tonight. 

“At 10:30 for those who want a 
little dancing, we recommend Guy 
Lombardo on the Robert Burns pro- 
gram.” 

Chimes provide the opening and 
closing cue for the local announcer. 
As he concludes, the background 
music is brought to full volume and 
the record continues the story of 
Johnson’s own products. This is an 
extension of the “no scrubbing” 
theme emphasized in the magazine 
copy. Radio continuity offers a 
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ADVERTISING AGE 


January 23, 1932 


booklet, “The Tragedy of the Young 
Scrubwoman.” 


Offer Dual Role 


This tells the reader there need 
be no tragic choice between being a 
good housekeeper and a playmate to 
her husband—that Johnson’s wax, 
applied with the Johnson electric 
polisher, for rent by dealers in every 
community, solves the problem. 

The radio guide angle will be 
watched with interest. It may con- 
vince radio stations that they have 
facilities with which to exploit their 
own programs without help; it may 
cause newspapers to give more space 
to radio programs, and it may have 
a bearing on the usefulness of the 
printed radio guides which have be- 
come so numerous recently. In ad- 
dition, the program, featuring adver- 
tising of others, invites reciprocity. 

The Johnson program, inciden- 
tally, was made by the agency staff. 
Melvin Brorby, vice-president, wrote 
the theme song, and Mrs. Helen 
Wing, home economist, tells house- 
wives how to escape drudgery. 


To Advertise Bleach 


Crown Products Corp., San Fran- 
cisco, has appointed the San Fran- 
cisco office of the J. Walter Thomp- 
son Company to advertise Sani-Clor, 
a household bleach distributed on 
the Coast and in the Mid-West. 


ON SPOT PROGRAM 


Helen Wing 


Moths to Gambol 


The ninth annual costume dance 
of the Green Moths, art and adver- 
tising club, will be held at the 
Knickerbocker Hotel, Chicago, Feb. 
6. It is billed as an “international 
panic.” Tickets may be secured from 
Stan Paterson, Room 2103, 75 E. 
Wacker Drive. 


At times a man 


minded... 


becomes terminal 


Evidently we're in one of those times, for 


today the adman wants to know precisely 


where his advertising is going to light. 


He'll 


tell you that profitable markets are not every- 


where—that they’re 


in definite locations— 


that business seems concentrated in the few 
which have the need and the wherewithal 


to buy. 


If such premise is right, it would appear the 


better part of wisdom, as a preliminary to 
media selection, first to determine the markets 
to be reached—then the size of those markets 
—and finally the calibre of the men who are 


guarding the wallets. 


With such terminals for advertising reception 
once established, profitable advertising is 
simply a matter of going there—directly, ex- 
clusively, economically. 


PICTURE LINES 
OF COMPETITORS 
IN GUILD COPY 


Co-operative Campaign Hits 
New Note 


Providence, R. I., Jan. 21.—Blaz- 
ing a new trail in co-operative ad- 
vertising by featuring competitive 
merchandise, the Sterling Silver- 
smiths Guild of America is using 
spreads in Vogue and Harper's 
Bazaar to advertise 72 patterns of 
members. 

Though the names and addresses 
of the eight members of the Guild 


‘|are carried, there is no clew to 


which makes any pattern shown, the 
tendency being for readers to ad- 
dress inquiries to Guild headquar- 
ters in New York, which refers them 
to the proper source. 

Each pattern is given the same 
amount of space, the number of any 
member’s patterns illustrdted de- 
pending exactly on his contribution 
to the cost of the space. 

A coupon leaves space for the 
reader to inquire about any pattern 
in which she is particularly inter- 
ested, but a guide to the purchase 
of silverware is offered in the re- 
mainder of the coupon, which says: 

“Also please send copy of book, 
‘The Vogue for Matched Sterling,’ 
explaining how to choose the pat- 
terns which best harmonize with 
given dining rooms, and why modern 
hostesses are replacing mismated sil- 
ver with matched sterling.” 


Stress Low Prices 


Copy is held to a minimum in the 
spreads, pointing out merely that sil- 
ver is now 25 per cent lower in price 
than a few years ago, making this the 
ideal time to buy new sets or re- 
place missing pieces. The illustra- 
tions help the latter process. The 
copy also explains that all merchan- 
dise is made according to Govern- 
ment patterns for sterling products, 
price reductions thus meaning more 
in intrinsic value than in most other 
products. 

The magazine copy is being glori- 
fied for dealer window and counter 
displays. The spreads are mounted 
on cardboard with a silver back- 
ground and black borders. Luxury 
goods such as jewelry has been ex- 
tremely difficult to sell recently and 
retailers have welcomed this aid. 

One of the interesting results 
noted thus far has been stimulation 
of demand for patterns which were 
in their hey-day during the Spanish- 
American war, as well as_ those 
which meet the 1932 bride’s idea of 
the proper thing in sterling. 

Members of the Guild are Alvin 
Corp., Providence; Sominick & Haff, 
Taunton, Mass.; Gorham Manufac- 
turing Co., Providence; International 
Silver Co., Wallingford, Conn.; Reed 
& Barton, Taunton; Rogers, Lunt & 
Bowlen Co., Greenfield, Mass.; Towle 
Silversmiths, Newburyport, Mass., 
and R. Wallace & Sons Mfg. Co., 
Wallingford, Conn. 

The campaign is handled by Ken- 
yon & Eckhardt, New York. 


Gold Medal Expands 
Its Radio Network 


Beginning its third year on the 
Columbia Broadcasting System, the 
Gold Medal Fast Freight added six 
stations Jan. 20. 

They are WQAM, Miami; WDBO, 
Orlando; WTOC, Savannah; WDAE, 
Tampa; WRR, Dallas, and KLRA, 
Little Rock. 


Carney Hangs Shingle 
Ken Carney, formerly with Knight 
Counihan Co., San Francisco, has 
opened his own agency there. 


Returns to New York 


Miss Betsy Anne Schellhase, of 
the San Francisco office of Fuller & 
Smith & Ross, has returned to New 
York. 


CO-OPERATIVE SILVER ADVERTISING 


R.A. Winthrop 
Perfects New 
Organization 


New York, Jan. 21.—Robert A. 
Winthrop, who has formed Win- 
throp & Co. at 461 Eighth avenue to 
do a general agency business, is rap- 
idly completing his organization. 

Myron D. Tracy, former sales 
manager for General Motors Corpo- 
ration, has become executive vice- 
president. Harry N. Kennedy, for- 
mer assistant treasurer and comp- 
troller of the Erickson Company, is 
treasurer and a director. 

Clare N. Suffill and William C. 
Dover are also vice-presidents, the 
latter being in charge of plans and 
marketing. Mr. Suffill spent 11 
years with the United States Rubber 
Company. Mr. Dover was advertis- 
ing manager of the MacLean Pub- 
lishing Co. 

Edward V. Spofford, widely known 
free lance, has become art director. 
Theodore J. Holmes, formerly with 
the Julius Matthews Special Agency, 
among others, is the space buyer. 

Production is in charge of John B. 
Pansmith, who spent nine years 
with the Erickson Company. Major 
George W. Knight, formerly with 
the foreign service department of 
Bush Service Corp., has joined the 
executive staff. 

Other appointments: Mrs. Luellyn 
Bussenius as director of home eco- 
nomics; Allen McDonald, formerly 
with Great Atlantic & Pacific Tea 
Co., as copy chief; Edgar Kohlhepp, 
formerly with National Broadcast- 
ing Co., as radio director; Albert 
Schneider, late of Brunswick Radio 
Corp., as assistant radio director; 
Reginald D’Auby, formerly with Mar- 
shall Field & Co., Chicago, as re- 
search director; Arthur A. Starin as 
direct mail specialist. 

Winthrop & Co. have announced a 
reciprocal arrangement with Basil 
Butler Company Ltd., London. It 
has also arranged for representation 
in Atlanta, Chicago, Detroit, St. 
Louis, San Francisco and other 
cities. 


Mennen Shaving Cream 
on Columbia System 


Mennen’s Shaving Cream will 
sponsor a 15-minute program over 
the Columbia Broadcasting System 
Jan. 28 and every Thursday there- 
after. 

Ted Husing, with “Sportslants”; 
Irene Breasley, Dixie songs, and 
Freddie Rich and his orchestra will 
be featured. 


Elect Agency Directors 


Calkins & Holden, New York, 
chose as 1932 directors Earnest 
Elmo Calkins; James A. Clarke, pres- 
ident; J. Sherwood Smith, vice-presi- 
dent; Edwin A. Georgi, vice-presi- 
dent; C. E. Nelson, vice-president, 
and R. P. Clayberger, secretary and 
treasurer. 


Agency for Hotel 


J. R. Kupsick, New York, has been 
appointed by the new Hotel Edison, 
New York. 


Clocks for Advertising 


Advertising Clocks, Inc., has been 
formed in Newark, N. J., with R. R. 
Sibley as president. 


FEDERAL RADIO 
SURVEY STARTED 
BY COMMISSION 


Washington, D. C., Jan. 21.—To de- 
termine exactly how much time of 
every radio program in the United 
States is devoted to advertising, how 
much time on the air is sold and 
what percentage of programs are ed- 
ucational, the Federal Radio Commis- 
sion has mailed a questionnaire to 
every station in the country. 

This is in accordance with Senate 
Resolution 129, introduced by Sena- 
tor Couzens, of Michigan, amended 
by Senator Dill, of Washington, and 
adopted by the Senate. 

The Commission selected the week 
of Nov. 8-14 as the period to be cov- 
ered by its survey. 

Among the questions are: 

“Which, if any chain, are you ai- 
filiated with? How many hours per 
week are you required to take from 
the chain? How much time did you 
use during this week to broadcast 
educational programs? 

“Have you offered your facilities 
to local schools, colleges and univer- 
sities? If so, under what conditions? 
Do local educational institutions use 
all the time you are willing to pro- 
vide? 


Other Leading Questions 


“How many hours were devoted 
Nov. 8-14, 1931, inclusive, to sales 
talks or a description of the com- 
modity advertised, the terms of con- 
test, etc., on chain programs between 
6 A. M. and 6 P. M.?—on chain pro- 
grams betwen 6 P. M. and 12 P. M.? 
—on local programs for the same 
hours? 

“How many hours during this 
period were used to advertise the 
business of the licensee or any prin- 
cipal officer or a stockholder of the 
station? 

“How much did you receive for 
broadcasting chain programs during . 
the week? How much did you pay? 

“What, if any, changes in the na- 
ture and character of your program 
do you propose making in 1932? 

“How many hours did you broad- 
cast mechanical reproductions of 
any character during the week? 

“Give rates charged for your fa- 
cilities. State who provides program 
talent—you or advertiser. Furnish 
copy of rate card. 

“Give the following information 
for year ended Dec. 31, 1931: Au- 
thorized capital, actual invested cap- 
ital, gross receipts, gross expendi- 


tures. (A), talent; (b), regular em- 
ployes; (c), equipment; (d), other 
expenditures. 


“Net profit (or loss), omitting de- 
preciation. 

“Appraised value of plant, includ- 
ing studios, real estate, furniture 
and fixtures, technical equipment, 
good will.” 


W. B. Davis Resigns 


W. B. Davis has resigned as west- 
ern sales manager of The Literary 
Digest to become a Christian Science 
practitioner. After a two-month 
European vacation, he will establish 
offices in the Willoughby ‘Tower, 
Chicago, 
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ADVERTISING AGE 


GETS JOB BACK 


Frank Connaughton, 
dent of the Rotogravure Adver- 


vice-presi- 


tising Assn., who, with other 
officers, was re-elected. 


ROTOGRAVURE 
DATA WILL BE 
STANDARDIZED 


Chicago, Jan. 19.—Closing a two- 
day meeting here today, the Roto- 
gravure Advertising Association au- 
thorized preparation of a standard 
form for data for rotogravure ad- 
vertisers. Following approval by 
the American Newspaper Publish- 
ers Association, it will be distrib- 
uted to all interested. 


Conceived two years ago, work on 
the form has been delayed pend- 
ing standardization of rotogravure 
pages. This is now considered at- 
tained with two standard pages. 
Both have two-inch columns, one of 
287 lines, the other of 300. 


W. S. Reynold, Detroit News, was 
re-elected president; Frank Con- 
naughton, New York Times, vice- 
president, and Leland Wooters, Des 
Moines Register, secretary-treasurer. 

Everett R. Stone, Rochester Dem- 
ocrat & Chronicle, was elected a 
director, others being the officers 
and Earl H. Maloney, of the Peoria 
Journal-Transcript. 

Dr. George Gullup, of Northwest- 
ern University, made suggestions 
for increasing reader interest in 
rotogravure sections based on his 
research for the Des Moines Regis- 
ter. He said rotogravure editors 
have erred in favoring news pic- 
tures, the survey indicating that the 
average woman and many men 
have little interest in news, unless 
it has a personal significance or is 
rich in human interest. 

Dr. Gallup recommended pictures 
of the principals in the Massie and 
Judd cases, Hollywood publicity re- 
leases, and science, invention and 
travel photographs. 

It is a fallacy, he said, to suppose 
interesting pictures next to adver- 
tisements compensate for lack of 
pictorial appeal in the copy. 

Tests conducted by Dr. Gallup 
and the Des Moines Register showed 
the marked disinclination of read- 
ers to cut rotogravure pages can 
be largely overcome by placing cou- 
poned advertisements in the lower 
right hand corner. Results are uni- 
formly better when this practice is 
followed, even though precepts of 
make-up are violated in the case of 
small advertisements. 

The backbone of the association’s 
program was the demonstration of 
presentations by each member. 
Those of Messrs. Reynolds and 
Wooters had the greatest novelty. 

Mr. Reynolds ignores circulation 
entirely to put more emphasis on 
reader interest. Mr. Wooters’ 
method of selling “picture advertis- 
ing” is to picture with a stereopti- 
can what happens here and there 
after the prospect’s advertising ap- 
pears. 


Cigar Accounts Pick 


Thomas M. Bowers 


Thomas M. Bowers Adv. Agency, 
Chicago, has been appointed by the 
Deisel-Wemmer-Gilbert Corp., De- 
troit, San Felice, El Verso, Dubinnet 
and Odin cigars, and by Bernard 
Schwartz Cigar Corp., Detroit, R. G. 
Dun and Bradstreet cigars. 

Newspapers and local and national 
radio will be used. 


Three Farm Papers 
to Publish Bi-Weekly 


Effective with the Jan. 23 issues, 
Ohio Farmer, Cleveland; Michigan 
Farmer, Detroit, and Pennsylvania 
Farmer, Pittsburgh, will publish bi- 
weekly instead of weekly. 

Capper-Harman-Slocum are the 
publishers. 


WILL DISCUSS 
ABC PROCEDURE 


Chicago, Jan. 21--A conference 
on outside newspaper investigations 
will be held by the Audit Bureau of 
Circulations at the Medinah Ath- 
letic Club, Chicago, at 10:00 A. ; 
Feb. 4. Those expecting to attend 
are asked to notify the Bureau. 


Will Alter Methods 
The announcement said “dissatis- 
faction has been expressed at vari- 


ous times with the Bureau’s tradi- 
tional procedure in such investiga- 


tions, which is to keep sources of 
information confidential.” 

The attitude of A. B. C. directors 
and management is given as fol- 
lows: 

“If, when inside records appear 
inadequate, a method of getting at 
the truth can be found which will 
eliminate objections offered to pres- 
ent procedure, without robbing the 
majority of the members of the only 
protection they now have, it will be 
promptly adopted. It is hoped such 
a plan will emerge from the forth- 
coming meeting.” 


“Call” Loses Akers 


J. Bradley Akers, member of the 
financial advertising staff of the 
Newark (N. J.) Sunday Call, died 
recently. 


Two Join Agency 


Following the resignation of Rus- 
sell Phillips, the Griswold-Eshleman 
Co., Cleveland, has appointed Frank 
Blumer, former special representa- 
tive of the Saturday Evening Post, 
as manager of the new business de- 
partment. Allen Ruud, late of Busi- 
ness Week, has joined the agency. 


Offers New Service 


Zenn Kaufman, New York adver- 
tising counsel, has organized the 
Dramatic Contests Service Company 
to syndicate a sales contest service. 
Abt & Associates, New York, are 
sales representatives. 


Italy Boosts Tariff 


Italy has increased tariffs on all 
imports. 
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Measuring Radio Effectiveness 


The extensive use of radio broad- 
casting by advertisers has resulted 
in increased demands for more infor- 
formation regarding the extent and 
character of the radio audience for 
each station and broadcast. The ef- 
forts of the Association of National 
Advertisers, plus those of individual 
stations, some of which, like the 
Westinghouse group, have set up 
definite methods of measurement, 
indicate progress in this direction. 

There are many variables in the 
radio broadcasting situation, as is 
well known. The time of day, the 
character of the program, the num- 
ber of stations competing for the in- 
terest of the listener, are only a 
few of the factors which must be 
taken into account. One of the most 
important, which is still debatable, 
is the effect on the audience of the 
injection of too large an advertising 
content into the broadcast. 

Senator Couzens’ resolution for an 
investigation of the possibilities of 
controlling advertising by means of 
the radio is just one indication of 
some of the thinking that is being 
done on this subject. Regardless of 
governmental interference or con- 
trol, however, it is plainly in the in- 
terest of the advertiser, and of ad- 
vertising generally, that the per- 
centage of advertising content be 
held down to a point that will main- 
tain maximum interest in broadcast- 
ing. 

Many listeners are directly inter- 
ested in information which has an 
advertising connotation. The pro- 
grams for the housewife, broadcast 
usually in day-time hours, are a 
case in point. Broadcasts to farm- 
ers on livestock and crop conditions 
may also partake of a trade char- 
acter, and thus justify a larger ad- 
vertising content than would be 
justifiable in a program of more 
general character. Nevertheless, it 


is obvious that too much advertis- 
ing may easily kill the interest of 
the public in radio broadcasting. 

Most stations are conscious of 
their responsibilities in this connec- 
tion, and aim to control the pro- 
grams, especially of local origin, in 
such a way as to protect the public 
and maintain interest. On the other 
hand, there are some stations which 
calmly announce that they are out 
to make the most money they can 
out of broadcasting, and which, ac. 
cordingly put on programs which 
offend good taste, which assume a 
large degree of gullibility on the 
part of the public, and which tend 
to discredit broadcasting as an ad- 
vertising effort. 

Some of these stations insist that 
the power of the transmitter, rather 
than the quality of the program, de- 
termines advertising value, and that 
they hold their audiences regardless 
of the poor quality of their pro- 
grams, because they have the power 
with which to reach listeners over 
a large area. But the great differ- 
ence which exists in the quality of 
programs broadcast from various 
stations must impress on the adver- 
tiser the importance of knowing 
how the audience reacts, and 
whether the listeners he is pre- 
sumed to have will actually tune 
in on a station which is known gen- 
erally to be broadcasting hokum and 
cheap advertising ballyhoo. 

Measurement of the radio audi- 
ence is indicated as a protection to 
the advertiser, and as an encourage- 
ment to the broadcasting station 
with the right standards of respon- 
sibility to the public and to adver- 
tisers. If the facts are available, 
the situation will cure itself. If they 
are not, and if power is regarded as 
the only index to coverage, condi- 
tions may become worse rather than 
better. 


The Time Element in Advertising 


Proper co-ordination of advertis- 
ing with sales is a subject which 
is discussed every time advertising 
men get together. Everybody agrees 
that the idea is sound, and that to 
make advertising work properly the 
plan must be developed along that 
line. Yet, in spite of all the con- 
versation, it is evident that a lot of 
advertising is done as advertising, 
and not as a direct, timed contri- 
bution to sales development. 

The subject is not one-sided, by 
any means. Advertising should be 
co-ordinated with sales, and sales ef- 
fort should be co-ordinated with ad- 
vertising. The advertising plan 
should be part of the sales plan, and 
in these days advertising can justify 
itself in most operating programs 
only to the extent that it is shown 
to. be a part of the sales plan. 

The cost of advertising is readily 
justified if the work which is done 
is fully capitalized by salesmen as 
part of their selling equipment. Yet 


in many cases it has been found 
that salesmen are not even informed 
of the schedules of advertising of 
their company’s products planned 
for early appearance. Such informa- 
tion, it would seem, is a very pri- 
mary kind of tie-up between selling 
and advertising, and yet in spite of 
all the agreement as to its desirabil- 
ity, it isn’t done nearly as much as 
it should be. 

The advertising which is most flex- 
ible, and which is carefully timed 
to meet the requirements of the 
sales work out in the field, is evi- 
dently of most value in producing 
business. That means that adver- 
tising and sales executives must 
work together. Working independ- 
ently, they lose not only the bene- 
fits of co-ordination, but the oppor- 
tunity for that perfect timing which 
adds a real wallop to advertising 
effort. 

Why not less conversation and 
more co-ordination in 1932? 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo- 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


343. Coverage of Shoe Field. 


Boot and Shoe Recorder. is so 
proud of the fact that purchasing 
power of subscribers coincides closely 
with Government figures on retail 
shoe sales that it has issued this 
booklet explaining its method of 
reaching and holding retailers. The 
country has been divided into zones, 
with a field captain directing opera- 
tions in each. The Recorder has 
abandoned the specialization idea, 
each representative being trained to 
get new subscribers, give service to 
old ones and forward for publication 
stories of new selling plans. 


274. Where Should You Sellf 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


301. Measuring Farm Coverage. 


This is one of a series of promo- 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


337. Facts and Figures on the Build- 
ing Field. 


One of the most interesting phases 
of this study by American Builder 
and Building Age is that of brand 
selection control. This part of the 
survey was handled by the George 
M. Basford Company, New York,. 
which found selection of brands of 
building materials is controlled by 
the builder in 76.1 per cent of the 
cases. An account of the procedure 
in the purchase of 70 products is 
given in succeeding pages. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


303a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and 
finally, readers’ response to Monitor 


advertising. 
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THE CUSTOMER WHO ALWAYS : 
WANTS TO SEE SOMETHING THATS 
IN| THE WINDOW 


tem a 


SSS ASS 


—Chicago Tribune. 


Voice of the Advertiser 


TIPS FOR DRIVERS 


PARMELEE TIES 


No. 25 Week of November 2, 1931 


You Can’t Win a Patron by 

SHAKING HIS HAND or 

SLAPPING HIM ON THE 
BACK! 


But a cheerful “Good Morning” and 
a smile go a long way toward making 
and keeping friends for the Parmelee 
System. 


COURTESY PAYS! 


ee 
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How Parmelee Is 


Educating Employes 


To the Editor: Some conversa- 


tions are misinterpreted, like those 
overheard by Copy Cub and reported 
under “Rough Proofs” in your issue 
of January 9, leading up to the Cub’s 
remark, “After listening to a few 
taxicab conversations, 
think the 
planned to promote a better opinion 
of the public by cab-drivers.” 


one would 


campaign should be 


Did you ever hear a freight con- 


ductor talk about the engineman of 
his train and get the false impres- 
sion of deadly animosity? 


Nine times out of ten, if you hear 


a cab driver make a remark about 
his late passenger, it “don’t mean a 
thing.” 
have to let off steam without justi- 
fication, and sometimes with it, as 
in the case of the passenger who 
spills 
messes things up inside the taxi. 
Or sometimes the passenger bawls 
the driver out for refusing to vio- 
late traffic regulations in order to 
make up time for a lazy, late start- 
ing passenger. 


Some drivers just naturally 


cigar ashes or otherwise 


Yes, there are plenty of things to 


make a taxi driver want to talk 
about his passenger, but as a rule 
he holds his tongue. 
enced cab driver knows as much 
about human nature as the parish 
priest and is just as considerate of 
its shortcomings. 


The experi- 


Taxi companies of organized re- 


sponsibility like the Parmelee Sys- 
tem discourage talking about the 
passenger or commenting on his 
shortcomings. 
continuous campaign teaching re- 
spect and courtesy to the passen- 
ger, of which the following from a 


Parmelee conducts a 


recent issue of “Parmelee Tips” is 
typical: 

“Don’t grumble when you get a 
short trip. Above all, don’t let your 
passenger know that you are dis- 
appointed or disgruntled. Remem- 
ber, we are selling service—smiling 
service—and the passenger who 
makes a 25-cent trip is entitled to 
as much courtesy and attention as 
the patron who rides five dollars’ 
worth.” 

Other admonitions along this line 
are found in “Parmelee Tips,” the 
tiny weekly paper each driver car- 
ries to keep his personal record of 
bookings and tips. 

Give the big rank and file of driv- 
ers credit for common sense enough 
to appreciate the good will of the 
passengers and don’t be misled by 
an occasional picturesque conversa- 
tion. 

Rosert B. McCLeEAnN, 


Vice-Pres., World Wide Adv. Corp., 
New York. 
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No Sale, Says Norwich 


To the Editor: Where did you 
get the information that Norwich 
had purchased Edrolax? Kindly cor- 
rect this error in the next issue of 
your otherwise interesting and in- 
formative publication. 


WILLARD TOMLINSON, 


Director of Adv., 
Norwich Pharmacal Co,. 


Norwich, N. Y. 


, 9 


Agency Forms 

To the Editor: I would greatly 
appreciate it if you could supply me 
with a set of typical advertising 
agency forms, particularly those hav- 
ing to do with the client. The one 
I am particularly anxious to secure 
is a contract form which could be 
used to cover services from agen- 
cies to the client on a retaining fee 
plus basis. 

I know that this is an extraordi- 
nary request to make but if you can 
not supply me with this informa- 
tion you probably can direct me to 
some source which can supply sam- 
ples of these forms. 


Incidently, I want to take this op- 
portunity to tell you how much I 
value my copy of ADVERTISING AGE. 
You certainly are to be congratu- 
lated on the excellency of your pub- 
lication and the headway which you 
have made since its introduction. I 
have been a reader almost since the 
first issue. 

CHARLES C. RICH, 


Jamestown, N. Y. 


zs J . a righ os 4 75-07 : i haat E es i ae pie mar Aye ee E eS et x ae pe ; wee ts os : iz f ; Ps a o. * i el Y : Ae : ae 
ie oa | LL. LL 
| THE NATIONAL NEWSPAPER OF ADVERTISING Lf ayy | 
i a omen i me. 4 
: 1A . ' BD 4S Ye gf il 
[fp one iN TH — (Ss ig SS a 
: 3 Yl q CORNER. ( = | ‘ae ¥ Y/ ) 
ia . GSS" 
j | sb he Br \ 2 
eee ae - — d ES >)» iy LM. ——— 
aes 0S. ~s as “ZL \ Ae} A hei Md: - WE Fy 
Serres eS a 2 e171 <b) fee! Pia L 2 
4 a SSE SCG sy bg pl ISS 
a Vo) Ste Sa A AI eas 
as es NS AND 8 Asal 
ta 12a SO Se C\ ais 4, ed jth 
ee ee es ARN SSF WW i 
nee TT EEE | l!} ZNSweeG I: x Salone = 
ae SS es Lob SSX veh =) 
oe a> ~ {ie ON 
Serie ee FSS 
o a aaa accent A oe SS SS Yp YH) 
eS LF SST 
nee Cf $ 
Pama. WS 
ek | SN LIL 
on a SS SSN 
Pye - SS 
a ees Me aad SS. 
ee Eee 
ENE MIRE RRR TCR IED MORRICONE OEE CNA TITER LEE RELA CLO OTEIE 
cctsinie tat amadtaanameadaitaaiin aint 
| 
a. ee 
) = a 
ge ae ee 
a es 
i Fe 
| Se 
4 
= as 
‘ —— | | | 
: | | 
a a 
—_— | | 
| ar 2 eee. meee 3 eS eae Ee laa at Bote ell ea a Weel fi fi a i ae nee SR ATS L1G eee ae EN aS foe ee goo SY ome eg Ms Sekt ee Se Ud eee Saute. Reb ie aS ok eS pe aia baie cg ke abi a5. >. Fe Rt Bier as 
SOR Sen smee Ce ae et 2 2 Cr eee ae fe. is LG ot Ae ee eC Si ese ok de ie ig a ae Rise ele aR J RN eet eo eS ‘NS eee eS. See yo. ; Be Oh eee 
cee Yh Pee eae Se SS eee ee en pr ee eM Se) Rae st ee eR ee SS NS NE ae Cee em eR 
Be meee - * a ge gee igen ea P< Se OO ee eee eee 
= ese ae i Bey ss 9 See Te Bae tn nS ee 2 cane la orale Noe ee ORS; ge aa er och ayes O28 seem ee as Un ee.) URS peat | 


ie@N 


rp., 


January 23, 1932 


ADVERTISING AGE 


5 


VIGORO COPY 
TO LAY STRESS 
ON ACCESSORY 


Chicago, Jan. 21.—Swift & Co. 
have found they must promote sale 
of an accessory to increase demand 
for Vigoro garden fertilizer. The ac- 
cessory is a Vigoro spreader, retail- 
ing for $1.95. 

It will be pictured in a separate 
panel in spring advertisements, copy 
stressing its convenience in applying 
Vigoro several times a year. 

Continuing last year’s program, 
the Vigoro campaign will be ‘the larg- 
est on plant food. The company will 
use color pages in February, March, 
April and May in American Home, 
Better Homes and Gardens, Satur- 
day Evening Post and Woman's 
Home Companion, black and white 
in 200 dailies and a half hour pro- 
gram weekly over the N. B. C. na- 
tional hook-up. 

The Thursday morning broadcast 
has been discontinued. The hal 
hour at 2:30 Sunday afternoon has 
been retained as the best time to 
reach home and garden lovers. 

Newspaper and magazine copy will 
picture flowers of exceptional beauty, 
captions calling attention to the im- 
possibility of producing such speci- 
mens from half starved soils. 

The advertising is directed by the 
Chicago office of the J. Walter 
Thompson Co. 


Co-operation 
Goal of Rail 


Advertisers 


Chicago, Jan. 21—The American 
Association of Railway Advertising 
Agents appointed committees for the 
seven principal sections at its an- 
nual meeting Jan. 16 to effect close 
co-operation without destroying in- 
dividual initiative. 

H. F. McLaury, advertising man- 
ager of the Chicago, Burlington & 
Quincy, Chicago, was elected presi- 
dent. New vice-presidents are O. J. 
McGillis, Great Northern, St. Paul; 
W. W. Rodie, Rock Island Lines, 


Chicago; H. B. Northcott, Union Pa-|, 


cific, Omaha; Holcombe Parkes, Nor- 
folk & Western, Roanoke, Va., and 
Ernest E. Evans, Canadian Pacific, 
Montreal. 

H. P. Riccadonna, of the Chicago 
Great Western, Chicago, was elected 
treasurer and E. A. Abbott, Poole 
Bros., Chicago, was re-elected secre- 
tary. 

Another question discussed was 
how to effect economies in produc- 
tion and distribution of time table 
folders. 


Master Bedding Account 
to Ruthrauff & Ryan 


Master Bedding Makers of Amer- 
ica, an association of bedding manu- 
facturers in 43 cities, affiliated with 
the Charles Karr Co., Holland, Mich., 
manufacturers of spring construc- 
tion, have appointed Ruthrauff & 
Ryan, Chicago, to advertise the 
Spring-Air mattress. 

The association’s 1932 quota is 
twice that of 1931. 


Sutton Is Promoted 
Glenn W. Sutton, Eastern mana- 
ger of Electrical Wholesaling, has 


been appointed Eastern manager for 
associate papers also. 


Ganser Returns 


G. F. Ganser, who recently re- 
signed as space buyer for Henri, 
Hurst & McDonald, has returned to 
Chicago after a vacation in the 
South. 


Death Takes Stanton 


Frank L. Stanton, Jr., vice-presi 
dent and advertising manager of 
Muse, Inc., Atlanta, Ga., and his wife 
were killed in an automobile acci- 
dent Jan. 17. 


Sparton Is Entrant in 


Refrigerator Field 


Sparks-Withington Co., Jackson, 
Mich., Sparton radio, is entering the 
electric refrigeration field. Three 
models will be offered. 

The advertising will be placed by 
United States Advertising Corp., 
Toledo. 


Directs Export Sales 


Joseph H. Bradley has become ex- 
port sales manager of the Swartz- 
baugh Mfg. Co., Toledo, O., electrical 
cookers and other household appli- 
ances. 


Triphagen Rejoins Reo 
C. A. Triphagen has returned to 
the Reo Motor Car Co., Lansing, 
Mich., as supervisor of agencies. 


A RAZOR FOR 
EVERY BRIDE 


Dayton, O., Jan. 21—A survey by 
Will I. Ohmer, president of the new- 
ly organized Flexo Safety Razor 
Corp., revealed that 97 per cent of 
the women in this country either de- 
pend upon their husband’s razors or 
use a straight blade. 


Has Feminine Design 
With that fact in hand, he set out 
to give Milady a razor exclusively 
her own. The new razor, which fea- 
tures a flexible curved blade, is now 


being shown locally. Plans are be- 
ing made for national distribution. 

The razor follows the lines of the 
conventional safety razor, except for 
a curved blade to meet feminine 
needs. It is neatly designed, made 
in a variety of colors and is put up 
with a package of blades in a heart- 
shaped box matching the color of 
the razor handle. 

The razor is so small it can be 
carried in a woman’s purse. 


Boswell Joins Agency 


R. D. Boswell, formerly with S. S. 
Koppe & Co., has been made man- 
ager of the New York office of the 
Philippine Agency Service Com- 
pany, Manila, P. I., a clearing house 
for American export advertising 
agencies. 


Perfection Names Mogge 


Perfection Gear Co., Chicago, has 
appointed Arthur R. Mogge, Inc., 
Chicago, to direct the advertising of 
the Perfection Coaster, providing 
built-in transmission free wheeling 
for automobiles. 


Fenger New Chief 
Austin B. Fenger has become 
president of the Publishers Repre- 
sentatives Association, San Fran- 
cisco, succeeding Earl Mitchell, 
transferred to Chicago. 


Sells Howard Bond 


W. Verne Williams, who recently 
resigned as president of the Beckett 
Paper Co., Hamilton, O., has joined 
the Howard Paper Co. and associ- 
ated mills at Dayton. 


Advertise in the 


1932 BUILDING DIRECTORY NUMBER 


OF AMERICAN BUILDER AND BUILDING AGE 


The April, 1932 issue of AMERICAN BUILDER 


AMERICAN BUILDE! 


Member: A. B. C., A. B. P., 
National Shelter Group 
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AND BUILDING AGE will reach more con- 
tractors and builders, lumber and material 
dealers, residential architects, subdivision 
operators and associated building field pro- 


fessionals than any other building industry 
publication. 


It will contain :—(A) an index of trade names 
and a Buyers’ Guide, listing the names of 
manufacturers of building products and 
contractors’ equipment; (B) an editorial 
bibliography, listing catalogues and other 
promotional matter which builders can ob- 
tain from manufacturers; (C) an editorial 
presentation of the most widely accepted 


methods, materials and specialties for use in 
the Modern Home—1932 Model. This special 


issue will be kept and consulted by the 
builders as a handy reference manual. 


Your advertisement in the 1932 Building 
Directory number of AMERICAN BUILDER AND 
BUILDING AGE will be properly timed to do 
an effective selling job... reaching builders 
at the time they are consulting the Direc- 
tory for products and equipment they are 


ready to buy. 


Advertisers are entitled to a 


free listing in the Classified Directory section. 


215 Market St., San Francisco 


AMERICAN BUILDER AND BUILDING AGE 


A Simmons-Boardman Publication 
105 W. Adams St., Chicago 


30 Church St., New York 
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POPS PROGRAM 
WILL BE EASY 
ON AUDIENCE 


Chicago, Jan. 21—If the “least 
continuity” competition of radio ad- 
vertisers continues, the millennium 
for radio listeners will soon be in 
sight. 

The newest entry into the ranks of 
those who make capital of their con- 
sideration for the radio audience is 
Foodtown Kitchens, Inc. The contin- 
uity content of its semi-national pro- 
gram, to start within 30 days, will be 
10 words or less, according to A. J. 
Murphy, sales manager. 

Thinking radio advertisers also 
err in using the same personalities 
over and over again, Foodtown 
Kitchens will adopt a one-night-stand 
policy. 

Negotiations with one of the larg- 
est film companies for the use of all 
its stars in turn are nearing comple- 
tion. This talent will be supple- 
mented with sport celebrities and 
notables from other fields. 

The broadcasts will be still fur- 
ther diversified with French and 
Polish nights, featurihg Such stars 
as Maurice Chevalier and Pola Negri, 
and children’s nights for which child 
announcers will be used. 


Hubbell and 
Henry Merge 
In Cleveland 


Cleveland, O., Jan. 21—Two Cleve- 
land advertising agencies have com- 
bined forces as James Leslie Hub- 
bell, Inc., Arthur G. Henry, Associ- 
ate. This combines the business op- 
erated by Mr. Hubbell in his own 
name and that of Brothers Advertis- 
ing Agency, Inc. Offices are at 4614 
Prospect avenue. 

For more than a year Mr. Hubbell 
has headed his own business in as- 
sociation with William Ganson Rose, 
Inc. For many years he was gen- 
eral manager of the House of Hub- 
bell, Inc. He is president of the 
new agency. 

Mr. Hubbell served as president of 
the Cleveland Advertising Club from 
1929 to 1931, and is chairman of the 
Advertising Affiliation Convention, 
representing American and Cana- 
dian Advertising Clubs, which will 
hold its international convention in 
Cleveland this year. 

Mr. Henry has been vice-president 
and manager of the Brothers Adver- 
tising Agency for the past year and 
prior to that was on the creative 
staff of the Powers-House Company. 
He is vice-president and treasurer of 
the new agency. 

Both men are graduates of Adel- 
bert College, Western Reserve Uni- 
versity. 

Among clients of the agency are: 
Foods, Inc., Magicake and other food 
products; Weppner-Weil Co., Bon- 
De Coffee; S. M. A. Corporation, 
Pantry table and whipping cream; 
S. M. A., Smaco diet materials, and 
other grocery and drug products; 
Los Ramos Cigar Co., and Ohio 
Chemical Co., makers of anesthetic 
and other technical products. 


Frost Gets Averill 


Peter Averill, formerly with the 
Fred L. Tower Companies, Portland, 
Me., has joined the Harry M. Frost 
Co., Boston agency, as account ex- 
ecutive. Aaron S. Bloom is another 
newcomer. 


Zimmerman to Dayton 


W. A. Zimmerman has resigned as 
manager of the New York office of 
Mitchell-Faust-Dickson & Wieland to 
join the Geyer Company, Dayton, O., 
agency. 


Hennafoam to Pedlar 


Hennafoam Corp., Hennafoam 
Shampoo, has appointed the Louis 
C. Pedlar Corp., Advertising Agency, 
New York. 


ADVERTISING AGE 
* Ee Se ererer rr 766,751 613,862 
8 M a ga Z | n es eo 1,654,903* 1,604,049 
Ladies’ Home Journal....... 15,580,735 12,844,659 
° Pe nodes cea tice kaa ke 8,341,444* 7,714,618 
CS EE Ee reer 533,222 345,731 
R e po rt Ga Ins Parents’ Magazine ........ 271,570* 361,141* 
Pictorial Review .......... 6,733,676* 5,573,473+ 
2 ee ee 4,541,553 4,434,547 
or irty- One Vogue (Semi-Monthly) ..... 3,312,211 2,568,165 
Woman’s Home Companion. 10,340,157* 9,578,663 
OO. WHEE 66: ccnedeue 1,042,176 893,733 
New York, Jan. 21.—January advertising in national! ‘Total for group.......... $ 74,895,726  $ 64,709,035 
magazines amounted to $7,640,954, compared with $10,- 
594,052 in January, 1931, National Advertising Records General and Class 
reports. American Golfer ........... $ 191,061* $ 223,013* 
National farm papers carried $442,066 in January,| American Home ........... 1,286,638* 758,714 
1932, compared with $685,846 in January, 1931. The] Arts & Decorations......... 445,792 265,374 
revenue of national farm magazines for 1931 amounted | Better Homes & Gardens.... 2,901,324 2,504,095 
to $7,775,915, compared with $10,327,956 for 1930. Christian Herald .......... 333,656 295,217 
Radio advertising for December, 1931, was $3,598,110, Country Life .............. 653,715 430,158 
making the total for the year $35,791,999. This compares | Field & Stream............. 354,261* 320,879* 
with $26,815,746 in 1930. ie eetcodas, . eee 649,386* 
National Advertising Records gives the following fig-| Golf Illustrated ............ 126,378 113,249 
ures on revenue of individual magazines for two years: | House Beautiful ........... 931,020 544,651 
House & Garden............ 2,180,854 1,367,387 
Standard Modern Mechanics ......... 0 sees: 91,439 
1930 1931 Nation’s Business ......... 1,755,305 1,146,846 
Atlantic Monthly .......... x 351,711 $ 257,874 | National Geographic ....... 1,911,647* 1,237,9577 
ae Oe ce un eeward aie 191,968* 133,287 | National Sportsman ........ 191,431 162,703 
Harper’s Magazine ......... 407,424* 304,332 | Outdoor Life .............. 209,457 162,777* 
Review of Reviews......... 379,400 237,468 | Popular Mechanics ........ 1,325,765* 986,696 
EE 6. ia . Secse ce 6 0's Ces 209,346 142,810 | Popular Science ........... 668,868 484,640 
a. Pa ae eee A 454,998 234,0167 | Radio News ............... 208,434 160,473+ 
DE te aaeencaeskass #2ecas 235,700 
Total for SOUP. ..ciceces S DROS «$B BRRRTee FE cMeiccseciecccevccce | supers 252,797 
ND US ies ehis pace we bain 109,621* 88,972 
Flat NI ied dick cucees 890,086 623,430 
I oa edd ss a dcues $ 5,377,842 $ 4,478,123 
American Boy .........+.++ 674,538 483,070 Total for group.......... $ 16,675,313 $ 13,106,553 
exerci er eis Cee ect eees 125,073 63,586 : 
ES SERS 287,639 267,236 Weeklies and Semi-Monthlies 
CER CIUOTER) ccc csicd cece 209,692 189,429* | American Weekly .......... $ 7,680,706 $ 8,388,619 
CORED TEOMOE occ ccc cccises 307,242 eee TN WHO icc sccescesas | eeaaen 724,647* 
ID, ik can sue sees 4,997,474 gk ee a 10,070,658* 9,254,024 
BE PUMND cnccesvecess 531,781 NO. ook bie b ken Kasnneas 576,056* 360,609 
Open Road for Boys....... 141,088* gg EE eer ee ee 390,501 452,771 
a case egawkaes's 1,154,849* SEE PEE | i cnigwcbcecaewewroes 5,589,466 3,984,430 
Physical Culture .......... 427,855 EE, PRON: oiiinie soba seen eeec hake 600,207* 452,384} 
ES ee Oe eee 1,080,649 884,231 | Literary Digest ............ 6,878,327 4,489,2437 
CE cusses eet see 80 5 136,736* 203,465* | New Yorker (11 months)...  2,130,045* 2,274,673 
NN es iiss cee adverse 217,922* oe Be Es eee 115,246 89,088 
Tower Magazines ......... sevens 902,357 | Pathfinder ............ce00. 442,999 471,032 
True Confessions .......... 106,029 110,152 |Saturday Evening Post..... 48,289,822 36,192,917 
True Detective Mysteries... —....... Pe CE i vccasskvacesseseeese 809,870 508,530 
True Romances ............ 535,763 EE ne er 3,051,712* 2,978,663* 
Town & Country... .sicccess 701,788 475,417 
Total for BTOUD.....cscex $ 16,312,172 $ 14,988,800 
7 Total for group........». $ 87,327,403 $ 71,097,047 
Women’s Grand totals ............- $201,854,510  $166,555,864 
BEES Ce ee et a a 8 a 
i ere 1,109,154* 822,365 *Indicates rate increase which may show higher than 
Good Housekeeping ........ 12,212,470 9,816,317 | actual revenue because of old contracts still in force. 
MOPS TAME cs cccesccvcss 2,176,027 1,722,545 jIndicates rate decrease. 


Bayless-Kerr Add 
Three New Accounts 


The Bayless-Kerr Co., Clevelani. 
has been appointed by the Hanna 
Coal Company, whose new Machano 
coal will be advertised in four states 
with newspapers, posters and radio. 

A. J. Root Co., Medina, O., edu- 
cational toys, and Waite & Bart- 
lett Co., Cleveland, are new ac- 
counts who will use business and 
technical papers. 


General Motors Makes 
Gas Type Refrigerator 


Faraday Refrigerator Corp., Day- 
ton, O., a subsidiary of General Mo- 
tors, will shortly introduce a gas- 
operated ice box. 

R. F. Callaway has been named 
vice-president in charge of sales. 
Gas utilities in the East apd Middle 
West will be the first type of dis- 
tribution sought. 


Retained by Bank 


The Philadelphia Saving Fund 
Society, America’s oldest savings 
bank, has appointed Jerome B. 
Gray & Co., Philadelphia, for its 
entire account. The agency for- 
gd advertised the bank’s build- 
ng. 

Another new Gray account is 
Murta, Appleton & Co., wholesale 
and retail hardware. 


Paul Teas Expands 
Offices of Paul Teas, Inc., Cleve- 
land, have been moved to the 19th 
end of the Guarantee Title Build- 
g. 


Townsend Bank Editor 


Lou E. Townsend has been ap- 
pointed editor of “Bancamerica 
News,” San Francisco. 


Gabriel with Agency 
Charles H. Gabriel has been ap- 
pointed production manager of Emil 
Brisacher and Staff, San Francisco. 


Jones, Mason Step Up 


J. M. Jones has become sales pro- 
motion manager of Walker & Co., 
Detroit. He succeeds C. A. Mason, 
who has been appointed to agency 
contact work. 


Chain Is Bankrupt 


Metropolitan Chain Stores, Inc., 
operating 83 stores in Virginia, 
Texas and Oklahoma, has filed a 
petition in bankruptcy. Liabilities 
are given at $2,700,000, and assets, 
$3,000,000. 


Made Representative 
The Jackson (Miss.) Clarion 
Ledger has appointed the E. Katz 


Special Advertising Agency national 
representative. 


With Theatre Service 


M. E. Zetterholm, coming from 
Oakland-Pontiac, has become vice- 
president in charge of distribution 
of the Theatre Service Corporation, 
New York screen advertising com- 
pany. 


Appoint B. B. D. & O. 


The Gorton-Pew Fisheries Co., 
Gloucester, Mass., has appointed 
Batten, Barton, Durstine & Osborn, 
New York. 


McDonough Made Officer 


J. R. McDonough, who rejoined 
the RCA Victor Co., Camden, N. J., 
last year as general sales manager, 
has been elected vice-president in 
charge of sales. 


BID FOR PLACE ON DRESSING TABLE 


2 


ae 


Johnson & Johnson are offering 


this handsome refillable box, holding 
a single pack of Couettes, to users of the face cleaning pads. 


CAMPAIGNS BY 
TELEGRAPH IS 
POSTAL'S PLAN 


New York, Jan. 21.—Following the 
advertising coup by which the Hud- 
son Motor Company delivered an 
advertising message to each of 
1,207,500 Hudson-Essex owners, the 
Postal Telegraph Company has de- 
cided to make the service available 
to all large advertisers. 

The charge will be “from $50,000 
up,” depending on the number of 
messages delivered, length of key 
wires, and other factors. Forty- 
eight hours will be required after 
key messages are dispatched before 
branches begin to deliver the tele- 
grams. About 48 hours will be re- 
quired to deliver up to 1,000,000 
messages. 

Another estimate of the cost is 
“twice that of direct mail.” 

Hudson spent over $100,000 on its 
splurge. When Arthur Kudner, pres- 
ident of Erwin, Wasey & Co., Inc., 
decided to use the medium to draw 
prospects to the Hudson- Essex 
showrooms, a message was prepared 
inviting the recipient to attend the 
showing. 

Key wires were telegraphed to the 
700 cities where the messages were 
to be distributed, and then the mes- 
sages (printed forms previously 
mailed to the local Postal offices) 
were distributed by Postal boys, 
who were specially instructed not 
to accept tips. 

The messages resemble telegrams 
except that they bear the legend, 
“Direct by Special Messenger.” 


Sparks Heads N. Y. 


Financial Advertisers 


R. W. Sparks, Bowery Savings 
Bank, was elected president of the 
New York Financial Advertisers at 


the annual meeting. Roland Pal- 
medo, Lehman Bros., was elected 
vice-president; Tracy M. Purse, 


Purse Co., secretary, and Miss Anne 
H. Sadler, Bank of Manhattan Trust 
Co., secretary. 


Directors: Amos R. Bancroft, 
First National Old Colony Corp.; 
Leopold A. Chambliss, Fidelity 


Union Trust Co.; Frank G. Burrows, 
Irving Trust Co.; John Donovan, 
Central Hanover Bank & Trust Co.; 
Richard F. Durham, Bankers 
Monthly; Henry R. Kinsey, Wil- 
liamsburgh Savings Bank; Donald 
G. Price, Franklin Savings Bank. 


Appoint Hewett-Crouse 


Hewett-Crouse Advertising Co., 
Chicago, will use trade papers and 
direct mail for the Economy Elec- 
tric Lantern Co., Chicago, industrial 
lanterns, a new account. 


James F. Clark Dead 


James Finch Clark, 42, widely 
known Southern advertising man, 
died last week in Nashville, Tenn., 
after a briel illness of heart 
trouble. 


Unveil Franklin Portrait 


The official unveiling of Mark 
O’Dea’s painting of “Franklin, An 
Advertising Man,” was held Jan. 
16, before the International Benja- 
min Franklin Society in New York. 


Erickson Goes Up 


Ellis E. Erickson, assistant general 
manager of the United States Adver- 
tising Corp., New York, has been 
elected vice-president in charge of 
operations. 


Lasker in Florida 


Albert D. Lasker, chairman of the 
board, Lord & Thomas and Logan, 
Chicago, has left for Florida for 
three months’ vacation. 


Outdoor Expert Passes 


Elmer Payton, 63, owner of out- 
door plants in Southern Iowa, died 
last week at Centerville, Ia. 


Represent “Recorder” 


The Greenfield (Mass.) Recorder 
has placed its national representation 
with Gilman, Nicoll & Ruthman, ef- 
fective Feb. 1. 
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January 23, 1932 ADVERTISING AGE 


1931 MAGAZINES CARRIED 
$35,000,000 LESS ADVERTISING 
THAN 9990 «= 5 == - 5%... 


B | T THE OPEN ROAD FOR 
BOYS MAGAZINE IN 1931 
HAD THE LARGEST ADVER- 
TISING REVENUE IN ITS 
HISTORY ----------- 


THERE MUST BE A REASON 
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Washington 
1930 1931 
(Thousands) 
i éhtces baacacekes rea 3,508 3,157 
ee ree 1,589 1,278 
Evening Times ........ 1,822 1,700 
CE pe hon hey 1,628 1,964 
Evening News ........ 616 635 
9,165 8,735 
Cincinnati 
OE OP OE TTC ECT ECT 1,830 1,592 
SS rere 3,042 2,669 
on TIROBIFOR ccccccecccccce 1,978 1,735 
. . 6,851 5,996 
All Classifications Off in New Orleans 
Times-Picayune ........ 3,070 2,488 
DE -o0-0 66060060064 04068 1,475 1,365 
DO cccrnaenews ove ves 1,074 968 
TrIDGMO acccccccceccoss 1,006 1,034 
6,626 5,857 
New York, Jan. 21.—National ad- Minneapolis 
vertising lineage in 119 newspapers |ryipune ............-.. 3,282 2,796 
in 30 cities in 1931 amounted to 235,-|Journal ................ 3,295 2,772 
258,418, a loss of 30,981,653 from|5t8? -------+++serrrre ee 1,274 1,170 
1930, the New York Evening Post re- 7,852 6,739 
ports. Seattle 
Local lineage fell from 735,486,265|Times ...............-. 2,588 2,194 
to 672,569,154. Classified dropped |Post-Intelligencer ..... 2,628 yt 
from 223,117,771 to 201,316,475. DE s.csentsestadectordted 1,102 ,015 
The grand total for all classifica- 6,319 5,588 
tions was 1,133,110,034 lines in 1931, Indianapolis 
compared with 1,259,706,625 in 1930,|News ................-- 3,544 2,940 
a net loss of 126,596,591 lines. BAP cn cecccccecsvccsees 2,072 = =1,832 
3 DE ccc chaeteceranens 851 878 
The following table gives a two- 
year comparison for national adver- 6,468 5,651 
tising only, in thousands of lines: Denver 
rere rT rer 993 947 
New York PE. 00006605 66006068006 2,773 2,349 
1930 1931 
(Thousands) 3,767 3,296 
Gorton roo 2.s88 $067 Providence 
ET ERO eee eese Selt gaes [Journal ...........0+0+. 1,891 1,699 
World 7 978 | Bulletin ....ccccscecees 3,014 2,651 
Mirror* 847|News-Tribune ......... 1,083 1,036 
News* 2,348 - 
Bvening Graphic ...... 583 561 5,989 5,387 
enins —— cehess gts t+ Columbus 
vening Post .......... : ‘ - 
Evening World ........ 2, 200 SAE LDIBMALCR 2.2 cccccscesece 2,970 2,403 
Evening Sun ........... 3,833 3,746) Journal ...........+--. 778 650 
World-Telegram ....... 1,285 3,876 GHEMNOM Scesiesicccoacenss 1,385 1,494 
Brooklyn Eagle ........ 3,359 3,061 
Brooklyn Times ....... 1,317 1,327 5,134 4,548 
Standard-Union ....... 756 666 Louisville 
,302| Courier-Journal ....... 3,005 2,422 
06,008 «o5.8 Herald-Post ........... 956 16 
Chicago EE As x+0oee oeenee4 aks 2,491 2,057 
DAliy MEWS cccccccsecs 3,603 3,190 
nla 6,032 4.685 6,453 5,249 
Herald-Examiner ...... gtd a: +f St. Paul 
4d ' Se ee ee 2,707 2,434 
American .-...+++--+++- eS ERR EPOMEESE «..-.-.000000ec 3,440 2,939 
TiMOS® oerercreseceees SE Bion <n0%i? ha toaas 1,323 1,264 
17,290 15,019 7,472 6,639 
Philadelphia Oakland 
DE sss pevensdeneee 2,268 SR eR. kk o-00 000090500 2,993 2,954 
pone" neem ae bo > eee 1,159 1,320] Post-Inquirer .......... 1,547 1,694 
EMGSWOP 2. ncccccccccccces 1,798 1,665 
Evening Ledger ........ 1,925 1,841 4,541 4,649 
Bulletin ...ccccccccecss 3,543 3,141 Oaks 
PE ci-s¢ oe bees ¢ eee 60 97 1,095 
World-Herald ......... 2,356 1,988 
11,666 11,072] Bee-News ............. 1,120 1,118 
Cleveland 3,477 3,107 
Plain Dealer ........... S288 et Birmingham 
News Leader .......... i : A 
SS eee ere ee 2,149 1,537 
EE cack becsentevesues 3,045 2,624 owe. fe eae 2'641 1'873 
9,593 8,166 a ae eee ,01 863 
Detroit 5,801 4,274 
SE Debnee osc eeekeeoeee 4,642 3,823 Richmond 
EE 655.600 0.0.940:0:00.0.65 2,59 2,064] News-Leader .......... 2,292 1,992 
Free Press .......-+--- 3,455 2,637|Times-Dispatch ........ 1,461 1,198 
BPE OE™ co ccccccccccsess 327 423 
ee 3,753 3,191 
11,018 8,949 Dayton 
oe Cau News 2,487 2,273 
Post-Dispatch ......... 3,834 3,260| Herald .....22..1.1211: 1498 © 15402 
Globe-Democrat ....... 3,612 2,998] Journal ......-...e0e0e 1,235 1,065 
SP eeeceveccrereserese 1,454 1,470 
5 693 5,220 4,742 
9,638 8,423 Houston 
Boston Chronicle ....ccccccccese 2,871 2,507 
Post-Dispatch .......... 1,975 1,779 
Herald-Traveler .....-- a SS pprerererererees 860 926 
SE dbo006seccesesees 2,297 2,032 ee 
ae cdxteeessseeees 3,192 2,510 5,707 5,213 
PE oct ccnssovsecse 319 499 — ’ 
American & Sunday Ad- oines 
vertiser 2,153 2,236) Register ...........0005 3,339 2,741 
Transcript 955 887i tribune ...........c000 2,629 2,206 
10,752 5,969 4,947 
*Tabloid. 
| SEPT TTT TTT eee 3.360 
Evening Sun 7 
American ,313| Toledo Gets New 
BIND ccccccececovccooce , a . 
BEE csccscccccvcceseses 1,161 Financial Agency 
9,490} T. H. Sewell, L. Martin Courtney 
and D. Scott Hager have formed a 
financial advertising agency at 234 
dala al *.355| Superior St., Toledo, O., Mr. Sewell, 
Teprese t SMe SY '651|@ former president of the Toledo Ad- 
Herald ..... 3,030| vertising Club and member of the 
Record .....++-+++++++- ose National Advertising Commission, 
PMS ser cctvocsocsrccs was for ten years advertising man- 
13,154} ager of the Ohio Savings Bank & 
Buffalo Trust Co. 
Courier-Express ....... 1,959 1,544 sel inet 
EMBO cc cc ccccccccccccs 1,622 1,504 
SOI 2'971 2.359 Two for Chandler 
S54 5,408 Dallas (Texas) Engineering Corp., 
. : airplane fans, and Morten Milling 
San Francisco Co., La France Flour, have placed 
NS 64 Gh cesscscss 3,209 2,622|their advertising with Leroy Wal- 
BEE cacbbececcecsce 5,088 4,474] lace Chandler, Dallas agency. 
Call-Bulletin .......... 2,922 2,888 
| oo 2,026 2,003 Poem 
’ 
13,247 11,989] Miss Gordon’s New Role 
Milwaukee Elizabeth Gordon, formerly a pro- 
TOUFNAl .nccccccccscees 4,303 by te motion copy writer for the New York 
Fentinel-News -----7::: SE34 "337| World and the New York American, 
Sun Duplicat ..... wanes 8 238|/has joined the Littlehale Company, 
8,010 5,713 | New York. 


LIVEN COUPON 
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Northwestern Consolidated Mill- 

ing Co., Minneapolis, is investing 

its coupon with more punch in 
women's magazines 


Cash Bonuses 


Will Be Paid 
By Studebaker 


South Bend, Ind., Jan. 21—Roy H. 
Faulkner, who recently left Auburn 
to become vice-president of the 
Studebaker Corporation of America, 
has announced a plan for big cash 
bonuses for retail salesmen. 

A fund will be accumulated that 
may exceed $300,000 if the sales ob- 
jectives are reached. Every Stude- 


H baker salesman will be eligible and 


the offer is made to encourage the 
extra effort of retail salesmen in 
1932. 

The Studebaker Master Salesmen’s 
club has been created, and every 
man employed in the sale of Stude- 
baker passenger cars or trucks as a 
regular means of livelihood will be 
eligible. 

A cash credit will be set up for 
each club member on every new 
Studebaker passenger car or truck 
delivered at retail and properly re- 
ported to the factory during the nine 
months from Jan. 1 to Sept. 30, 1932, 
inclusive. At the end of that time, 
the amount standing to the credit 
of each salesman on Sept. 30, 1932, 
will be distributed to him in three 
equal monthly instaliments on Oct. 
31, Nov. 30 and Dec. 31 of this year. 

To qualify, a salesman must have 
sold a minimum of twenty new 
Studebaker passenger cars or trucks 
from the date of registration in the 
Studebaker Master Salesmen’s club 
until Sept. 30 and must complete the 
retail sales course which the Stude- 
baker company extends to each re- 
tail salesman. 


Plan Packaging Clinic 
American Management Association 
will hold a packaging clinic at the 
Palmer House, Chicago, Jan. 25, with 
Irwin D. Wolf, Kaufmann Depart- 
ment Stores, Pittsburgh, in charge. 
A luncheon starts it. 


Roosevelt Weds 


Society columns were agog Jan. 16 
when Elliott Roosevelt, second son 
of Governor Roosevelt, of New York, 
wed at Bryn Mawr, Pa. He is a 
partner in Kelly, Nason & Roosevelt, 
New York agency. 


Announce Rate Saving 


The new rate card of the Quality 
Group, New York, announces a com- 
bination page rate about $150 less 
than the total individual rates of 


the six magazines in the combina- 
tion. 


Molinari’s New Work 


A. F. Molinari has left Paul Teas, 
Inc., Cleveland, where he has been 
production manager, to join the new 
business department of McWilliams 
Letter Service. 


Mavis Appoints C. & H. 


The Mavis Bottling Co. of Amer- 
ica has appointed Calkins & Hol- 
den, New York, for its beverages. 
Another new account is Matawan 
Coal Tar Products. 


Tower, 


HODGES, ADAMS, 


SIEBER FEATURE 
MAIL CONCLAVE 


Chicago, Jan. 22.—The Chicago 
Advertising Council completed a 
three-day exhibit of direct mail to- 
day, with three luncheon meetings 
at which important speakers dis- 
cussed advertising and _ business, 
with special reference to this me- 
dium. 

Several hundred panels exhibit- 
ing direct-mail campaigns of leading 
advertisers were displayed, along 
with materials and services offered 
by houses specializing in this field. 
The exhibits were arranged by a 
committee headed by Robert Mar- 
shall, Marshall Letter Service. 

Gilbert T. Hodges, New York, 
president of the Advertising Federa- 
tion of America, spoke Wednesday 
at a joint meeting of the Advertis- 
ing Council and ways and means 
committee of the Association of 
Commerce, dealing with the eco- 
nomic value of advertising. 

Marshall Adams, sales promotion 
manager of the merchandising divi- 
sion, Westinghouse Electric & Mfg. 
Company, East Pittsburgh, Pa., 
spoke yesterday on tying advertis- 
ing to the work of the salesman, 
and the final address was made to- 
day by J. A. Sieber, of the Sales 
Guild, Inc., New York. 

Mr. Hodges insisted successful 
sales effort is possible under pres- 
ent conditions. 

“In a survey by the Bureau of 
Research and Education of the Ad- 
vertising Federation,” he _ said, 
“records of 504 companies were ana- 
lyzed. Of these, 303, or 60 per cent, 
made a net profit in 1931. In fact, 
71 of these companies, or one out 
of every seven, earned a greater 
profit in 1931 than in 1930. And in 
most of these 71 cases, it was ag- 
gressive merchandising and judi- 
cious advertising which enabled 
them to rise above the economic 
handicap of present day conditions.” 


Help for Salesmen 


Mr. Adams said the salesman is 
often neglected, as far as bringing 
him into the advertising picture is 
concerned, and urged that advertis- 
ing be planned specifically to help 
him. He should be informed of the 
time and nature of the advertising 
to be done. 

“Merchandising plans,” he added, 
“should be designed from the field, 
and not from the desk.” 


Worden with Kellogg 


W. Ivan Worden, former office 
manager for George Harrison Phelps, 
Inc., Detroit, has been appointed 
head accountant of Kellogg Co., Bat- 
tle Creek. 


Noxzema Sales Are Up 


Sales of the Noxzema Chemical 
Co., Baltimore, were 33 per cent 
greater in 1931 than in 1930, while 
net profit increased 79 per cent, 
and dividends 25 per cent. 


D’Arcy Office Moves 


The Cleveland office of D’Arcy Ad- 
vertising Co., St. Louis, has moved 
to larger quarters at 1142 Terminal 
under direction of John 
Young Brown, Jr., vice-president. 


Auburn Reports 1931 


Most Prosperous Year 
Auburn Automobile Company sold 
34,000 cars in the fiscal year ended 
Nov. 30, 1931. Its best previous year 
was 23,000 in 1929. 
Net sales for 1931 were $37,086,000, 
and net profit was $3,579,000. 


Chesterfield Pays Extra 

Liggett & Myers Tobacco Company 
declared an extra dividend of $1 this 
week. Earnings dropped slightly 
from $24,002,000 in 1930 to $23,121,- 
000 in 1931. 


National Biscuit Off 
Net earnings of National Biscuit 
Company for 1931 were $19,739,000 
compared with $22,879,000 in 1930. 


Sales Agents 


Replace Coty 
Wholesalers 


New York, Jan. 22.—In a deter- 
mined effort to stabilize conditions 
in the drug trade and to check re- 
tail price cutting Coty, Inc., has ap- 
pointed a limited number of sales 
agents to take the place of the 
wholesalers through whom _ they 
have distributed. The selected sales 
agents will handle Coty solely on a 
consignment basis. 

This merchandising change will 
not. affect the advertising of Coty, 
one ‘of the three largest advertisers 
in its field. H. L. Brooks, sales 
manager, said the company will con- 
tinue a consistent schedule in news- 
papers, magazines, and rotogravure 
sections. 

Coty will require its agents to 
pass on Coty merchandise to retail- 
ers at regular credit terms. Retail- 
ers who have in the past obtained 
merchandise direct from Coty may 
purchase direct or buy from agents. 


URGED TO SELL 
GOOD ROADS TO 
WHOLE COUNTRY 


Detroit, Mich., Jan. 21.—Sugges- 
tions that manufacturers of road- 
building materials should sell good 
roads to the whole public through 
consumer advertising, even if this 
program necessitates diminution of 
promotion in other fields, featured 
the round table publicity conference 
of the American Road Builders As- 
sociation here last week-end. 

“Widen the market for your prod- 
ucts by selling highways to every- 
body,” was the suggestion of E. M. 
Fleming, of the Portland Cement 
Association. 

William S. Power, of the Camp- 
bell-Ewald Company, advocated the 
designation of one month each year 
as “Highway Improvement Month.” 

“For this period, at least, every 
one of the 125 national advertisers 
interested in highway promotion 
should concentrate on selling the 
public on good roads,” Mr. Power de- 
clared. 


Continuous Advertising 


He also suggested a continuous 
co-operative advertising program, 
backed by a substantial appropria- 
tion, supervised by the association 
and participated in by all interested 
manufacturers. 

W. H. Taylor, also of the Camp- 
bell-Ewald Co., commented: 

“The public wants what it wants 
—if you can make it want it bad 
enough.” 

Suggestions for slogans for high- 
way promotion use were asked for. 

The “personal equation” in adver- 
tising was emphasized by Malcolm 
W. Bingay, editorial director of the 
Detroit Free Press. 

“Good words without good roads 
will achieve nothing,” he said. “It 
takes something concrete to get re- 


sults. Do something. Then dra- 
matize it.” 
Lambert Earns $8 


Making a strong finish in the last 
quarter, Lambert Pharmacal Com- 
pany covered its dividend require- 
ments of $8 in 1931, with 20 cents 
margin for surplus. Earnings in 
1930 were $9.52. 


Form Sales Alliance 


Automatic Electric Co., Chicago, 
will co-operate with. Remington 
Rand, Inc., Buffalo, in marketing 
new business machines of both. 
=" will be no financial connec- 
tion. 


Haggenmuller Leaves 
Edward A. Haggenmuller has re: 
signed as assistant sales manager of 
the Mohawk Carpet Mills, Inc., New 


York. 


fase * i 4 - z % * ae a ee ae eee sii ee ins OY RRS aN 4. ee Rs 2 Oe ae Sta ORT? eT Re ee area aie RnR 3 
i i Ef Be ES es pea pet i es io < et es Sees 52 "PER ae cae Bannan ere oe 
elite Sees 
ae | 
eee. 
4 nies : 
ect). 
A go 
ener 
4 
aes" 
he 
aati 
Ea as. 
Phin. -. 
ays ee 2 
2, A ere 
SAN Weer a 
oo Peet ages 
teh meee 
i gaat 
cae aon Bate 
ve * row _— 
ORNs ote — 
CM nietas 
Sp a 
eae dal 
ae ; . 
fee Spe eee 
Dege pe et aes 
pha a Ns 
ers. age 
pete! tee 
See Mei ee 
Be i Seen 
+ 
| wade | 
| 
PS aes 
Po 
ai aet 
So ee 
paaae 
ic eee ei. 
ore 
oS 
Sage 
eS a ¥ 
ep 
ng 
ie 
ae ie: 
* aie rare 
Bess 5 oo aa 
Biv ae ke eee 
area ee 
SRM RTT 2: 
See nee 
i a eg 
oe ies : 
fiers Cie, eee. 
Saas ae 
eG ae Ne 
2 ee 
fb ah tie PO 
Seeger eee ae 
Sete ee ee 
We ie 
eid 2 
Se 
py 
Coupee ten — 
eran ae 
Per oe 
or Reese: : 
ee 
| 
= iain 
| 
| 
— | 
* ae : 
es : sie gee ey ae be a iw a, cy Le eee ee see Perr: Ae ree ea i 7 Oh Oe : : - . , 
ag SRE Poe a re pcs eA 8 palates (Piss elem 4c, ee pre eae ee) Lo Sgt a RS sy ag a MASS Mgr gt ade Gey Yt sce | - st : 
a ™ | . 7 hi 3 as Be : aay es agree ae “> PRD. de doal Se ae eee eS ee eg ba PE Te ge oe et ae oe a ae Toe eee a Ss Be TS) a ee a” NY cae 
ee Tonge: ea AS ee Ae > hae: Raeeneh RAT ee emg rine? ee ne ae re esas ae Rea tne ite ar a ERE = iS ae ae, a rae aes Bo Ga ley 7 £ Se ie aed eigh it ceed ren Eee cc ten 4 See Sa ae a * 
a E ces. ee Ce Ene aS Peer feo Se ia = ea tied Ra, 2 ge es Set aug he Beh ean Ay wage ete eta wee eae ee De a ne meen 8 Bie et Ve an eae 
see z. 5; # _ pt ee <a e ae Be od as . pa ae 3 . oe | } . ei oe 
. yew Be: Re gS SS eee a ee ae gS he care A ee a are Ne Re a ip de a meee a SRM ae se Ne 
Pato See gE eS Capea a ee LE Pe en ere) eee See BORG Rac tse Ae, OWN, moe Los Gait ie ae ET ae ig NS «2S aR ee ea ae a i ae 
: oc TE ee ag CSR SS a pea Cie lee Ee sae eC A agra “Vege pane L SAARC anna ao he oe 
el Oa en lee ae ier ccre Rise Ree ERR ag ee ero mes tian gare Pe Tra ga nae aes ge Ay SURES Kee eg Piya ® eRe ten opey aE ee ee ae ieee Be cae 
7 : ee ee pees te te eh: | on gy Pare ae) See Mg oe NE BE A toe gy eee tc EE EET TY RUE eS NS RY SR (oor RRS OT ey ak iy. <A ei 2 ce Me vec 8 le dia Eat Waa Bence ra ex ke pa oa te Mae er ae Femara 0k ch Oo Na 
MOMMA occgs Nowa” eR RR mente URN TUFF RES LOST ee Or compe Bid fe op Sol hae, ORE Ao a i te ee alerts Ce ay) Fe ER ETN ETE Es Be IR MER BY MOSK ORCS CRE Dn 47 eR 0.) ror iat rhb rag Peay aad verre ae 


sy 


January 23, 1932 


ADVERTISING AGE 


These 


tests 


_ put advertising values 


out in the open 


EVEN genuine tests. Easy to 
apply, clear-cut, conclusive, 
used by publishers themselves. 
Tests such as you have wanted; 
that you can rely on. 

They are the most dependable 
measure of the value of advertis- 
ing space, of advertising respon- 
siveness. The newspaper which 
best meets this seven-point check 
list gives you the greatest value 
for your money. 

By these fundamental tests the 
Chicago Tribune is supreme among 


Chicago newspapers. 

The Tribune has 150,000 more 
circulation in Chicago and suburbs 
than any other newspaper. 

And far more home-delivered 
circulation than all other Chicago 
newspapers combined. 

Advertising can’t put into a 
newspaper what the editor leaves 
out. But what the editor puts in 
paysout for advertisers. And that’s 
why the Tribune not only reaches 
more readers in the city and sub- 
urbs than any other newspaper 
but is read by them as no other 
Chicago newspaper is read. 

That’s why the Tribune has 
57% more circulation than any 
other Chicago newspaper in the 
city’s 25 better residential dis- 


tricts. And 67% more in the rich 
suburban towns. 

Editorials that strike fire. 
Comics that are prized as circu- 
lation builders by publishers in 
every large city in America. In- 
teresting, concise, reliable news 
and features. More women writers 
than on the staff of any other Chi- 
cago newspaper. The most gifted, 
competent staff of sports and 
financial writers. An individual, 
forceful character that rep- 
resents the market and its 
best interests. 

In the entire Chicago ter- 
ritory there is no newspaper, 
no national magazine; which 


has the influence and the respon- 
siveness which the Tribune com- 
mands for advertisers seeking to 
win sales in this key market. 

Retail advertisers placed 1,790, 
000 more lines of advertising in 
1931 in the Tribune than in any 
other Chicago newspaper. 

Placed more advertising in the 
Tribune in the conviction that as 
it is the first newspaper in the 
preference of their customers’ it 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Average Total Circulation for the Month of December, 1931: 
Daily, in excess of 800,000; Sunday, over 1,000,000 


should be first on their advertising 
schedules. 

As it is first on the lists of gen- 
eral advertisers who placed 1,494,- 
000 more lines in the Tribune in 
1931 than in any other Chicago 
newspaper. 

As it is first on the lists of want 
ad buyers who placed 1,779,000 
more lines in the Tribune than in 
any other Chicago newspaper. 

As it should be first on your list. 

A Tribune representative 
will be glad to go over the 
facts with you in your 
office without any obliga- 
tion on your part. Ask to 
have him call. 
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New Agency for Egry 


Egry Register Co., Dayton, O., 
Egry business systems, has placed 
its account with the Procter & Col- 
lier Co., Cincinnati. 


Is Tower Art Director 


E. Jacques Breslau has been ap- 
pointed art director of the Tower 
Company, New York agency. 


Joins Atlanta Agency 


J. Royce Dobbs is a new account 
executive with the Harvey-Massen- 
gale Advertising Company, Atlanta, 
Ga. 


MAKING SNOOPEE 
IN THE SMALL TOWN 


Sung, self-satisfied fools. “You big city 
people make me laugh” .. . “You 
think the same thoughts, say the same 
things and think the sun rises when you 
crow.” Thus hectored George D. it- 
chell, Managing Editor of Pathfinder, 
in a speech before the Advertising Club 
of New York. And the reverberations 
haven't died down yet. 

Mitchell's subject was “Small Town 
America.” He revealed an America it 
pays to know. Said: “Mass production 
and mass marketing both fail if you 
stop at the city gates!" 

Governor Roosevelt, Al Smith, Mark 
Hellinger, Vice President Curtis. Dr. 
Starch, Roger Babson Hail Columbia-ed 
this speech. Eddie Cantor said: “I find 
myself on || for having been born in a 
big city. If it ever happens again, I'll 
be born in a small town.” 

If you want to know what kind of a 
country this really is, get Mitchell's 
speech, “Making Snoopee in the Small 
Town.” You'll need it if you sell or ad- 
vertise. Now in booklet form. A copy 
free. No obligation—whatever. Just ad- 
dress Pathfinder, Washington, D. C. 


Sell Iowa with 
in the 
DES MOINES 
REGISTER AND TRIBUNE 

hwy. fig Fk, AE 
- . four colors in S vure 
section . . . four colors in Sunday Comic 

and Feature ns 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


CHAINS PLAYING 
FOOTBALL WITH 
FAMOUS BRANDS 


(Continued from Page 1) 


on a replacement cost basis, ranging 
from 1.5 per cent on Dixie Gold but- 
ter to 23.1 per cent on Palmolive 
soap. Other large losses are Star 
lard, 17.4 per cent; Maxwell House 
coffee, 13.3 per cent; Jell-O, 16.7 
per cent; Baker’s cocoa, 11.8 per 
cent; Gold Medal Flour, 8 per cent; 
Libby’s milk, 9.8 per cent; Crystal 
White soap, 16.6 per cent, and Shred- 
ded Wheat, 16.7 per cent. 


Ten grocery chains operating 304 
stores show somewhat lower losses 
on replacement costs, the highest 
one reported being only 12 per cent, 
on Campbell's tomato soup. No 
other losses as high as 10 per cent 
are reported by any of these chains. 

For 17 drug chains operating 140 
stores, the losses on replacement 
costs run higher than in grocery or 
grocery and meat chains. For Palm- 
olive soap, the highest reported loss 
is 31.4 per cent, the lowest, 16.7 per 
cent. 

Other high loss items reported one 
or more times are Ipana toothpaste, 
26.7 per cent; Kotex, 3.3 per cent to 
20.7 per cent; Listerine, 4.5 per cent 
to 15.6 per cent; Bayer’s Aspirin, 2.8 
per cent to 16.7 per cent; Feenamint, 
18.8 per cent; Beecham’s pills, 25 
per cent; Hind’s honey and almond 
cream, 13.3 per cent to 23.3 per cent; 
Palmolive shaving cream, 5 per 
cent to 19 per cent; Pond’s face 
cream, 8.0 per cent to 15.8 per cent; 
Gillette Razor blades, 3.4 per cent to 
13.8 per cent. 

For nine variety chains, operating 
417 stores, the losses on a replace- 
ment cost basis are even higher, 
there being only seven instances out 
of the 39 items reported where the 
loss on replacement costs are as low 
as 10 per cent. 

Among the outstanding losses are 


tising field. You can 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


$l1aYear. 


USE THE 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 

You may enter my subscription for one year. 
$1 (check, currency, or money order). 


10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 


Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


skim the headlines in 


. 52 Issues 
COUPON 


G-E DOES A REPACKAGING JOB 


CORAL BECTRICY 


New lamp cartons (at right) 
Edison Mazda lamps. The ol 


er by General Electric Co. for 


package is shown at the left. 


Palmolive soap, ranging from 20 to 
24.2 per cent below replacement 
cost; P & G soap, from 4.9 to 35.1 
per cent; Ivory soap, 23.1 per cent 
to 28.6 per cent; Lifebuoy soap, 39.5 
per cent; Lux soap, 16.7 per cent; 
Cannon towels, 20 per cent; Camp- 
bell’s soup, 16.7 per cent; amd Wal- 
dorf toilet tissue, 21.6 per cent. 


While the reports showing per- 
centage losses on specific articles of 
merchandise sold as leaders are not 
comprehensive, they are sufficient to 
give an interesting indication of the 
size and proportion of the losses in- 
volved. 

Size of Losses 


On 254 items in 25 commodity 
groups thus sold below total cost 
(including operating expenses) by 
36 grocery and grocery and meat 
chains operating 11,369 stores dur- 
ing the last week of December, 1928, 
the average loss was 9.9 per cent 
and ranged from 3.3 per cent on 
toilet paper to 14.6 per cent on cigar- 
ettes. 

Seven commodity groups, in addl- 
tion to cigarettes, averaged over 10 
per cent loss, namely, canned 
peaches, 13 per cent; canned vege- 
tables, 12.7 per cent; canned milk, 
12.5 per cent; soap, 11.6 per cent; 
cereals, 11.1 per cent; canned soup, 
10.8 per cent; and sugar, 10 per cent. 


“It is not to be understood,” said 
the report, “that the chains neces- 
sarily sell their leaders or loss lead- 
ers in all their stores at the same 
time, but rather that they sell them 
at least in some of their stores some 
of the time. 

“In some cases, however, one or 
more of the leaders may be sold in 
all of the stores all of the time. The 
general policy, however, is that all 
of the retail units within the same 
trading area, such as a city, shall 
sell the selected leaders, if they are 
advertised in newspapers. 


“According to chain store officials, 
there are four purposes for which 
leaders are used. These purposes 
are pithily summarized in the fol- 
lowing statement of the president of 
a grocery and meat chain which op- 
erates several hundred stores: 

“*The extent to which prices are 
cut depends on competition, the nec- 
essity of introducing a commodity, 
the need for moving a line of goods, 
and the desire to bring customers 
into the store.’ 

“Authority for the selection of 
leaders may be vested with the head- 
quarters or subheadquarters offices 
of a chain or with the warehouses 
or store managers or any combina- 
tion of the four. Out of 26 kinds of 
business, there were ten in all in 
which more than 50 per cent of the 
companies reported that headquar- 
ters did not have complete control 
of the selection of articles to be used 
as leaders. 


“The pricing of leaders, like their 
selection, may be dictated by cen- 
tral headquarters, subheadquarters, 
warehouses or store managers or by 
any combination of them. Even un- 
der partial or complete decentraliza- 
tion, however, there appears to be 
some tendency for the headquarters 
or subheadquarters to exercise some 
control over the pricing of leaders 
particularly if the prices are reduced 
to or below cost.” 


H.W. Blakeslee 


Is Speaker at 
Joint Meeting 


Chicago, Jan. 21—With executives 
and clients of Lord & Thomas and 
Logan as guests, the second of the 
series of joint meetings sponsored 
by the Newspaper Representatives’ 
Association of Chicago was held at 
Medinah Athletic Club Tuesday. 

Hal W. Blakeslee, Western man- 
ager, Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion, presented a number of charts 
showing the division of advertisers’ 
appropriations, particularly in the 
automotive field, between newspa- 
pers and magazines, with results in 
sales. Other statistical case studies 
of this kind are to be compiled by 
the Bureau. 

Mr. Blakeslee said that the Kel- 
logg Company, Battle Creek, Mich., 
had the greatest year in its history 
in 1931, in which it spent a larger 
proportion of its money than ever 
before in newspapers. 


Sees Personal 
Shopping Help 
By Retailers 


Kansas City, Mo., Jan. 21.—The 
training of sales experts to assist 
customers buying in one department 


to make purchases in other sections" 


of the store will be the next big step 
in department store retailing, Kate 
Arlene Goldstein predicted in an ad- 
dress before the Advertising Club of 
Kansas City. Miss Goldstein is styl- 
ist for Johnson Brothers Shoe Co. 

Many sales are deferred and in 
some cases lost, by lack of this as- 
sistance now, she asserted. Eastern 
stores are pioneering in this type of 
selling, with excellent results. 

In Europe and Canada, Miss Gold- 
stein pointed out, a customer wish- 
ing to visit more than one depart- 
ment is accompanied by a highly 
trained employe designated for this 
purpose. 

Personnel in other departments 
has been found much more cordial 
and attentive when a senior intro- 
duces the customer. 

Miss Goldstein said the present at- 
titude of most retail saleswomen is 
one of relief when the transaction 
ends, regardless of the outcome. 


“Woman’s World” Issues 


Cookery Cyclopedia 


Woman’s World, Chicago, has is- 
sued a 468-page cook book. It will 
be sold through book stores for $2.50. 

The volume is considerably more 
than its name implies. Besides 
recipes, it discusses nutrition, child 
feeding, diets for the sick, convales- 
cent and aged and even equipping a 
kitchen. 


Canners Change Agents 
The National Canners Association 
has appointed the New York office 
of Fuller & Smith & Ross for the 


cooperative campaign now running. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


OFFICE AT SACRIFICE 

SUBLEASE—Suite of 681 feet, 
Palmolive Bldg., Chicago. Remark- 
able combination of beauty and util- 
ity. Specially built walnut cabinets; 
commands view of lake and North 
Shore. Possession now or May 1. 
The price is only $175. Box 117, 
ADVERTISING AGE, Chicago. 


POSITION WANTED 


A successful young man in the ad- 
vertising profession is now em- 
ployed by large concern in the South- 
west, but wishes to make a change 
for his gain. He is white, married, 
has a college education and ten years’ 
experience in advertising, exploita- 
tion and selling. Experience includes 
display and classified selling on met- 
ropolitan newspapers, exploitation 
and ad writing for theatre chains 
and classified directory selling. If 
you need him write to Advertising 
Age, Box 119. 


Picked for Swim Suits 


The San Francisco office of Emil 
Brisacher and Staff has been ap- 
pointed by Gantner & Mattern Co., 
San Francisco, Gantner Swim Suits. 


Takes Pluto Water 


H. W. Kastor & Sons Adv. Co., 
Chicago, has taken over the account 
of the French Lick Springs Hotel 
Co., French Lick Springs, Ind. 


Quits Remington-Rand 


C. King Woodbridge, vice-president 
in charge of sales, Remington-Rand, 
Inc., Buffalo, N. Y., has resigned. 


Collegiate’s Service 


Our eighteen years experience in planning 
and placing student paper campaigns makes 
the Collegiate Service invaluable to adver- 
tisers and their agents. 


Our service permits you to handle all your 
student paper business as a single unit. 
—One blanket order covers all your adv. 
—We will arrange schedules. 
—You receive necessary checking copies. 


—You receive one bill monthly for all 
space. 


—We offer to pass on your copy before 
making plates, 


—We can furnish you accurate college 
town sales plans. 


We make no extra charge for our service. 
In fact, we guarantee that advertisers and 
agencies receive from us the same rates as 
they would from the papers direct. 


Wire your 
inquiries! 


—y 


Collegiate Special Ady. Agency, Inc. 
New York 


Chicago 
18 E, 41st Street 612 N. Michigan Ave. 


Distribution of 


STYLE 
MERCHANDISE 


is dominated by the retailer. If 
you can prove to him that your 
prices, policies and styles are 
right he will re-sell your goods 
to the public without cost to you. 
If you can not prove this to the 
retailer, the chances are your 
goods can not be sold at a profit 
by any means. 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chieago, Ill. 
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SPACE SELLERS 
DEFEND POLICY 
OF PALMOLIVE 


(Continued from Page 1) 


as keen as in selling space, and 
many advertising and sales depart- 
ments marvel at the speed with 
which intimate details of their cam- 
paigns are revealed to those most in- 
terested. 


Job of Representatives 


“In many instances, the finger of 
suspicion points to the representa- 
tive. Thus one of his big jobs is to 
sell advertising managers and agen- 
cies on his personal integrity, as 
well as the usefulness of his paper. 


“The tendency has been for adver- 
tising managers and agency media 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 
333 Nerth Michigan Ave., Chicago 


AMBASSADOR 


Paul Meyer, New York, who aban- 

dons publishing to become good 

will ambassador for the World 

Broadcasting System, to exploit 

the new Western Electric noise- 
less recording. 


managers to draw more and more 
into their shells, and to disclose as 
few details of their problems as pos- 
sible, which makes selling immeas- 
urably more difficult for the sales- 
man. 


“Possibly it will be necessary for 
space salesmen to put the existing 
unwritten code of ethics into writing 
so that there will be more confidence 
on the other side of the desk.” 

An interesting light on the situa- 
tion came from another veteran of 
many wars in the space selling field, 
who said he didn’t feel slighted 
either. 

“Many of the complaints of space 
salesmen are born from their own 
shortcomings,” he commented. 

“Some think it is enough to keep 
an ear to the ground on Michigan 
avenue or Lexington avenue, ac- 


cording to the city, and learn where 
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A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
++.to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 


way you thought it would. 


ADVERTISING TYPE COMBINATIONS by Arthur C. 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
nished with the book permits you to inspect each com- 


bination individually. 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a $3.00 Cheek for a Copy Today! 


ADVERTISING AG 


537 S. Dearborn St., Chicago, Ill. 


the next contract will come from. 
Then they hop on their bikes and 
break all speed limits to the scene 
of the crime. 

“There they rush in and give a 
five-minute lecture on why the omis- 
sion of a certain paper or string of 
papers will prove fatal to the cam- 
paign. 

“It never occurs to them that the 
proper time for selling is before the 
campaign is born. 

“Some salesmen devote all of their 
efforts to the advertiser—others to 
the space buyer. Few try to sell both 
all the time. 

“Then there is the question of the 
campaign which is running. How 
many salesmen maintain close con- 
tact as it progresses, see how it’s 
going and whether there isn’t some- 
thing they or the merchandising de- 
partments of their papers can do to 
expedite its progress? 

“A little solicitude at this time 
goes a long way when mediums for 
the next campaign are being consid- 
ered. Of course, many staffs are in- 
adequately manned and cannot do a 
good job. 

“But why blame the advertiser? 
As far as I am concerned, the Col- 
gate-Palmolive-Peet Company is the 
home of the square deal. They know 
more about their requirements than 
I do. If they turn me down occa- 
sionally, I am willing to give them 
my blessing with the thought that 
it means a lot more to them to buy 
the right paper than it does to me.” 

The announcement posted in the 
Colgate offices contained these five 
paragraphs: 

“1. This present campaign starts 
week of Jan. 18 and will run for ten 
weeks. 

“2. In order to give every one a 
checking as soon as possible, there 
will not be time for arguments. 

“3. Positions will be watched 
carefully. If your paper does not 
take care of this first ten weeks’ or- 
der, don’t be surprised if you are not 
on the list for the next campaign. 

“4. There are no towns under 
25,000 on the list. Many of this size 
have been left off. 

“5. This campaign does not go to 
any paper not a member of the A. B. 
C. Get your publisher to join.” 


E. J. McCall Heads 
Michigan League 

E. J. McCall, publisher of the 
Grand Haven Tribune, was elected 
president of the Michigan League of 
Home Dailies at the annual meet- 
ing at Grand Rapids Jan. 18. 

N. E. Conine, president of the Co- 
nine Publishing Co., Battle Creek, 
was named vice-president, and H. 
Edmund Scheerer, of Scheerer, Inc., 
Chicago, secretary and treasurer. 


McGraw-Hill Shifts 


Eldridge Haynes has been ap- 
pointed marketing counsel of the Mc; 
Graw-Hill Publishing Co. at Cleve- 
land. Dick Jones has been added to 
the Cleveland staff of Business 
Week. 


Wisdom Adds to Cares 


Wm. B. Wisdom, advertising man- 
ager of the Standard Fruit and 
Steamship Co. and several national 
insurance companies, has been 
elected a director of the American 
Bank and Trust Co., New Orleans. 


Wilkins Resigns 


James A. Wilkins has resigned as 
advertising manager of Aetna-Stand- 
ard Engineering Co., Youngstown, 
O., rolling mill machinery. 


To Promote Canned Meats 


The Waterloo, Ia., office of Young 
& Rubicam has been appointed by 
the Rath Packing Company, vac: 
uum-cooked, fresh and smoked 
meats. 


Is Curran Agency 
Jane E. Curran, Inc., beauty prepa- 
rations, has appointed H. E. Lesan 
Advertising Agency, New York. 


Sheldon Is Advanced 


Clarence P. Sheldon has been ap- 
pointed Pacific Coast sales manager 
of the Northwest Paper Company. 
He will have headquarters in San 


Francisco. 


ADVENTURES OF ADVERTISING KIT 


Over the Hill To the Poorhouse 


Here’s How One Salesman Puts Campaign Over 


Many a salesman, upon receiving 
another campaign kit, leans back, 
heaves a deep sigh, and groans, 
“What, another one of these damb 
things?” And that is just what 
Ormolo O. Organ said when he got 
a batch of the dandy “Slop In” 
Campaign Kits. 

When interviewed, Mr. Organ 
stated that he presented each kit 
personally. We didn’t believe him, 
so when he picked up his last year’s 
hat and a kit, we followed him. He 
headed for the store of one of his 
agents, the Busted Bulb Electric 
Shoppe. By hiding ourself under the 
counter we heard all that transpired. 

As soon as our hero poked his 
so called head in the door, the agent 


hollered, “Aw, go play your organ!” 
Undaunted, the Organ came in. He 
said: “Gee, Joe, I’m awful sorry, but 
here’s another campaign kit.” 

After Organ brings Joe out of 
his faint, he goes on: “And not only 
that, but this one is lousier than 
ever!” 


“Oh, f’evven’s sake!” says Joe 
bursting into tears. “What shall 
we do?” 


“Honest,. Joe, I hate to bring it 
around and bother you, but I gotta. 
Honest, Joe, ol’ kid, al’ boy, ol’ 
kid, ol’ boy. Boo-hoo-hoo!”’ played 
the Organ as he and Joe sgbbed on 
each other’s shoulders. 


“Nev’ mind, old sock,” blubbered 
Joe. “Don’t cry!” 

“You ean throw the whole thing 

away when I go, Joe, but if anyone 
comes snooping around when I 
leave, you'll tell ’em I told you about 
it, wont you?” pleaded Orgie. 
BUT SERIOUSLY, an enthusiastic pre- 
sentation of the “Drop In” kit to 
your agents means the difference 
between getting it used and getting 
it forgotten: 


“Edison News Letter," published for jobbers’ salesmen by General 
Electric Co., Cleveland, burlesqued its own past admonitions in its 
January issue, allowing itself only one serious note at the bottom of a 


few of its stories. 


Fred Gill is editor. 


Procter & Gamble 


Earnings Are Lower 
Procter & Gamble Company, Cin- 
cinnati, earned $9,299,000 for the last 
six months of 1931, compared with 
la for the like period in 
1930. 
This gives $1.42 on common stock 
after preferred dividends. 


Copy Leads Selling 


Dr. Paul W. Ivey, professor of ad- 
vertising, University of California, 
told the Los Angeles Chamber of 
Commerce recently that advertising 
is 30 years ahead of selling and sales 
executives must look to advertising 
for guidance. 


Peter Metz Reverses 
Peter G. Metz, of the Hackensack 
(N. J.) Bergen Evening Record, has 
joined the J. P. Muller Advertising 
Agency, New York. 


Agency Gets Stevenson 
Hugh O. Stevenson is now asso- 


ciated with MacKenzie, Goldbach & 
Berdan, Toledo, 0. agency. 


Gets Separator Account 

Trade papers will be used by Ro- 
land G. E. Ullman, Advertising, 
Philadelphia, for a new account, the 
Westfalia Separator Co., New York. 


Place Hudson Account 


Hudson - Essex in Canada has 
placed its advertising with Ronalds, 
Ltd., which will handle it in co-op- 
eration with Erwin, Wasey & Co. 


Get Carolina Paper 
Anderson (S. C.) Independent 
Tribune and Daily Mail have placed 
their national representation with 

Bryant, Griffith & Brunson, Inc. 


Gets Tooth Paste 


The August E. Drucker Co., New 
York, Revelation tooth powder, has 
placed its account with the Frank 
Presbrey Company. 


Accident Is Fatal to 
Clarence Brinckerhoff 


Clarence E. Brinckerhoff, 38, ill 
and overcome with dizziness, fell to 
his death from a window of his 
apartment Jan. 17, 

Cc. E. Van Hecke, vice-president of 
Brinckerhoff, Inc., Chicago, of which 
Mr. Brinckerhoff was president, said 
the business will continue as here- 
tofore. 


Porter, Santee Resign 


Herb Porter and Charles Santee 
have left Meldrum & Fewsmith, Inc., 
Cleveland. Mr. Porter managed the 
business paper department. 


Monro’s New Territory 


Walter J. Munro is now represent- 
ing World’s Work in Pennsylvania, 
Ohio and Michigan, with headquar- 
ters in Cleveland. : 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK +: 310 East 45th St. 
CHICAGO: 210 So. Despiaine St. 


and 34 other cities 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


KING OF U. S. ADVERTISERS AND RETAILERS GET SOME POINTERS FROM MR. PARRISH 
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Unusual view of royalty offered 
in current advertising of the 
Mennen Co., Newark, N. J. 

The H. M. Kiesewetter Adver- 
tising Agency, Inc., New York, 
has charge of the account. 


Photographs used in we — > ‘. 
Ww a 8 ge oo Ra oon View of the Amos Parrish Style Clinic held in New York last week 
“OCTOBOX" HELPS SELL BATES BEDSPREADS REMARKABLE PHOTOGRAPHS PICTURE WOES OF BRIDE 


One of illustrations in magazine campaign of S. C. Johnson & Son, tying in with new spot radio pro- 
gram. Story on Page |. 


FOREIGN POSTER ADVERTISING CALLED BEST 


Bliss Fabyan & Co., selling agents for the Bates Mfg. Co., used these 
beautiful packages in a recent campaign which netted fine results. 


TULSA AGENT HAS PRIVATE PLANE 


This Stinson Junior cabin monoplane is the property of Stanley J. Europe is ahead of the United States in poster art because it lacks the big national magazines of this 


Ehlinger, Tulsa, Okla., advertising man, explaining his frequent and country, according to Robert Leonard, who addressed the Art Directors Club of New York. This poster 
unheralded appearances in other cities. was used by a foreign magazine. 
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